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BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pear! 
St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, Albany, 
Utica, Poughkeepsie, Binghamton, and Erie, Pa. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs. exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 
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CINCINNATI, OHIO—Cincinnati Display Service, 519 Main Street, 
Walter G. Vosler. A dependable service covering southern Ohio 
and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 





CODY, WY0O.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 











COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., Union 
Bank Bldg. A modern service that satisfies its clients. A trial will 
convince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
‘‘Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, I.a. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles. 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 














PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Covering Western Pennsylvania, Eastern Ohio, Northern 
West Virginia. Quality and service that satisfies. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.-—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O- Display Serv- 
ice. A. H. Olson. Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 
isfactory service for Western Virginia. Write for map. 
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COVER 


For sheer elegance and distinction, the formal 
display reproduced on the cover of DISPLAY 
WORLD is certainly one of the most beautiful 
window displays we have seen in quite some time. 
The simplicity of the display needs no comment; 
the idea conveyed on the card and developed 
within the display is extremely noteworthy: "When 
Evening draws the curtain and pins it with a Star." 
The display was created by E. S. Arkow, Oppen- 
heim, Collins & Co., Inc., New York City, and was 
linked with the opening of the smart “roof garden 
restaurant" atop the Hotel St. Moritz. All accou- 
trements were borrowed from the hotel. Satin 
gowns were featured. 


1934 


“DISPLAYS MAY BE SALES, MOD- 
ERNE, CONTINENTAL, SPECTACU- 
LAR OR WHAT NOT, BUT IF THEY 
MEASURE UP WITH THE OLD YARD 
STICK—ATTENTION, INTEREST, DE- 
SIRE AND SALES—YOU CAN NOT 
GO FAR WRONG IN 1934-35 OR 
EVEN 36."—LEROY W. FRYMAN. 


OUR NEXT ISSUE 


It's our big CHRISTMAS issue—and to our readers 
who are familiar with our CHRISTMAS issues, no 
more need be said. To our readers who aren't fa- 
miliar with this yearly special of DISPLAY WORLD'S, 
just glance at the following list of contributors: R. :. 
Marimon, The Higbee Company; Carl H. Shank, Stix, 
Baer & Fuller; J. R. Stewart, Barker Bros.; Samuel Blum, 
Bloomingdale's; J. R. Requa, Lit Brothers; Allen Kagey, 
Mandel Brothers; R. M. Martin, Consolidated Gas; 
Lothar Dittmar, The D. M. Read Company; F. D. Hart- 
ley, Block & Kuhl; Arthur J. Harper, Howland Dry 
Goods Company; Jack Hilton, Moore Clothing Com- 
pany. Then we should mention DISPLAY WORLD'S 
CHRISTMAS BACKGROUND IDEAS, and the excel- 
lent NATIONAL MATERIAL from such concerns as 
Stensgaard, United States Printing, Ketterlinus, Forbes, 
The W. F. Powers Company, W. P. York. 
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A DECORATIVE 
BACKGROUND 


to merchandise attracts the 
eye... 


SCHACK’S 
CHRISTMAS BOOK 


OF DECORATIONS 
46 Years the Standard 


A Proven Sales Power for 
Leading Merchants Everywhere 


It offers the newest decorative sugges- 
tions IN COLORS. The cumulative 
experience of half a century is yours 
for the asking. 


Send for our 


CHRISTMAS CATALOG 
BOOK D 


It is free. Test its value in your 
own stores and windows. 


SCHACK 
Artificial Flower Co. 


319-327 W. Van Buren St. 
Chicago - - Illinois 
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HOW TO DISPLAY RUGS 


The problem of how to use the window 
space to best advantage is worthy of the 
very best grade A thinking. Too many stores 
have thought this over and arrived at the 
conclusion that the “best advantage” was 
derived from showing as much merchandise 
as possible. Furniture stores, with their un- 
usually large windows, can easily make this 
error. In practice, the law of diminishing 
returns applies here and the rule should read 
not “as much merchandise as possible” but 
“as much as can be effectively shown.” The 
temptation to show many items is natural; 
many tastes are to be served. But over- 
crowded windows confuse the eye and repel 
where they should attract. 

The new technique of display aims to focus 
attention on as few points as possible— 
often only one—but to make those few points 
brilliantly effective. One or two small fur- 
niture groups, arranged naturally, as they 
would be in a home, are vastly more effec- 
tive than the “museum” type of display. The 
smal! group is not only more pleasing to 
look at, but it suggests a use and at its best 
power creates a desire to buy. 

For the furniture store selling rugs, fab- 
rics and accessories, the ensemble display 
is always good, since it shows a variety of 
merchandise in a natural, unforced manner. 
Such a display need not be strictly realistic 
to be effective. Some of the most attractive 
and productive ensemble displays are made 
without the aid of “model room”> back- 
grounds. 

These “spot” displays can be most effec- 
tively made with a liberal use of rugs. The 
functions of the rug in such a display are 
many fold. Its use as a base for the setting 
goes without saying. Secondly, a rug pro- 
vides color, one of the most important ele- 
ments in any display. It moreover provides 
it in large masses, not obtainable otherwise 
without special “stage settings.” In the third 
place it makes a background, uniting the ele- 
ments of the display at the same time it of- 
fers itself for sale. One of the most natural 
focal points of a window is the background 
at eye-level (providing the window is not 
too deep) and it is folly to waste this space 
on blank walls. The background rug, also, 
due to its elevation, attracts attention across 
the street. To show a rug in this way, it 


By W. B. LAIGHTON, JR. 
Bigelow-Sanford Carpet Company 
New York City 


can either be nailed to the back wall, or, if 
the window is deep, it will probably get 
better display thrown over a large easel 
placed slightly to the front. If the second 
method is employed, one rug can be made to 
serve a double purpose, as background and 
floor covering. If a large vertical display 
of rug is desired, there probably will not 
be enough over-drape on the floor to do this ; 
in this case a second rug of the same pattern 
should be laid on the floor first or rolled 
and brought forward. 


A failing common in ensemble displays is 
lack of sufficient color. There is no display 
that can not be made more striking by add- 
ing a background of a color contrasting with 
the upholstery or rug colors. It is safe to 
exaggerate the tone a little but it should not 
be strong enough to distract attention from 
the merchandise itself. 

If special backgrounds are not used, color 
can still be utilized to attract. Often a 
bright-colored upholstery fabric, drapery or 
accessory will do the trick. Of course, it is 
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—The very beautiful "floor display" of car- 
pets—illustrated on page 3—suggests the 
simplicity whereby attractive and productive 
interior displays can be achieved. Two car- 
pets of the same design are used—as a floor 
covering and background; appropriate furni- 
ture and draperies accentuate the realism of 
the display— 


—The smart carpet display shown at the top 
of this page suggests the possibilities of re- 
shaping the natural contour of a window to 
effect modern presentation of floor cover- 
ings. Two rugs are hung from the front of 
either end of the window, with their ends 
meeting at the center. Small rugs are used 
on the window floor, while strip carpet is 
hung from the top of the display— 


—Modern, even continental, presentations of 
carpets are possible if the displayman will 
use a little imagination in the arrangement 
of this merchandise in his window displays. 
What could be more simple—and yet more 
effective—than the idea of carpet presenta- 
tion as suggested in the center display pic- 
tured on this page? This presentation is 
most effective for plain colored carpets— 


—An interesting geometrical arrangement is 
secured in the carpet display pictured at 
the bottom of this page by the use of dif- 
ferent size carpets hung flat and displayed 
in rolls. The displayman will notice that 
every item of merchandise, whether dis- 
played flat or in rolls, parallels the window 
glass; the displayman will also notice the 
splendid balance of the presentation— 


—The Bigelow-Sanford Carpet Company, 
140 Madison avenue, New York City, will be 
very happy to furnish displaymen with copies 
of the booklets which they have prepared on 
the proper display of carpets—and from 
which these pictures and copy were secured. 
The displayman should write the Bigelow- 
Sanford Carpet Company— 


possible to make beautiful displays in soft 
shades or monotones, but even in such cases 
the effect will be heightened by some brighter 
color note—perhaps a bowl of flowers or a 
lamp. 

The other major form of rug or carpet 
display is—of course—rugs alone without 
the furniture. A certain percentage of a 
store’s displays should be devoted exclu- 
sively to floor-coverings in order to cover the 
customer who is in the market for this mer- 
chandise particularly, and to call attention 
to the store’s rug department. 

The exclusive rug window is a bugaboo to 
the average man handling displays. The 
merchandise is heavy and bulky for one 
thing and taxes the imagination as to how 
to arrange it attractively. Yet the very qual- 
ities which make rugs a problem are often a 
help. Their large area will cover empty 
spaces efficiently and their flexibility allows 
them to be shown in a variety of forms. 
However, the three easiest—and in the long 
run most satisfactory—ways are hanging, 
draping over easels, and rolling. The com- 
binations of draped and rolled rugs are end- 
less. The displayman has material here for 
testing his best layout technique. 

Layout—or the pattern in which the mer- 
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chandise is arranged—is the biggest factor 
in making a rug window. Generally, the 
laws of architecture and painting apply here. 
The composition should please the eye. Ar- 
rangement may be symmetrical or asymmet- 
rical. In either type the masses should bal- 
ance and there should be a focal point. 
Lines lead the eye, as any displayman who 
has used streamers knows. Sometimes the 
arrangement of the merchandise itself can 
do the same job as streamers. 

Color also enters the composition of a 
display. The lighter colors should be placed 
high and the darker colors low. If there is 
a wide range of color intensity, the strongest 
colors should be used to make a focal point. 

Here, as in the ensemble display, a spot 
of startling color will heighten the “pull” of 
the window. A length of drapery material 
worked into the display not only adds to 
the stopping power but suggests a color 
scheme to be used with the rug. 

It is not necessary to say that the purpose 
of a window is to sell goods and that it isn’t 
a good window if it doesn’t do that. How- 
ever, the fact must be borne in mind con- 
stantly, as the temptation to produce a 
beautiful “stage scene” for its own sake is a 
constant danger to the displayman. A beau- 
tiful display, as it happens, is often a selling 
display; but if it is, it is not so because of 
its eye-appeal alone. Generally speaking, 
every window should bear a selling message. 
The message can be conveyed in many ways. 
The ensemble display has a message due 
to its very nature; it says: “How would 
these furnishings look in your home?” Get- 
ting across a concrete “come in and buy it” 
appeal in an exclusive rug window, or any 
other exclusive window, is more difficult. 
Except in the case of exceptional and novel 
merchandise which sells itself to the eye, a 
worded message is essential. The technique 
of these “idea” displays is the technique 
of the advertising page. The window layout 
corresponds to the layout of the advertise- 
ment and its function is to catch and hold 
the eye, while the copy sells the message. 
Let’s imagine we are selling style. The fol- 
lowing concise messages were actually used 
—and effectively: “Blue is Smart;” “Back to 
Nature With Wood Tones” and “A Rug is 
a Work of Art.” A helpful suggestive note 
was struck in two windows bearing the 
wording’ “Summer Cheer Throughout the 
Year With This Carpet” and “A Red Rug 
for the Cool Room.” Then there is the econ- 
omy appeal which may be expressed in such 
ways as: “Small Rugs Make Big Christmas 
Gifts;’ “A Big Rug for Little Money;” 
“Oriental Luxury at Domestic Prices.” Right 
now, one of the best copy slants aims at the 
houseowner’s pride. “How Would This Rug 
Look in Your Home?” is effective, as also 
this, used in advertising copy: “Buy A Rug 
And Ask The Neighbors In.” When such 
ideas are projected, try to think of the win- 
dow as a unit and ask yourself if everything 
ties together. The perfect display will have 
complete harmony of merchandise, accesso- 
ries and copy. 

A better understanding of display tech- 
nique and what the windows can accomplish 
will enable the clever merchant to get away 
from selling price alone, without any sacri- 
fice in sales, and will raise the store’s pres- 
tige. But above all it should be remembered 
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—as the advertising man can never forget— 
that the job of the window is to sell! 

Happy is the unimaginative displayman 
who can say to himself, “The rug’s place 
is on the floor’—and construct his set-ups 
accordingly. Unfortunately, a display can 
not always be approached with such realism. 
Except for the model room set-up, there 
need be no direct realism in any rug display. 
The prerogative of the window is to show 
merchandise in a manner conducive to sales. 
The very verb “display” is defined to mean 
“to spread out, to view, to exhibit.” And 
so, the job is to exhibit the rug, which 
usually calls for elevating it where it can 
be seen easily from a distance. 

That job is easy, once the limitations of 
the merchandise are realized. You can only 
fold an Axminster one way, and you can’t 
satisfactorily drape an Axminster or a 
Wilton to look like an Oriental. Don’t waste 
your time trying to fashion these fabrics 
into fan and scallop shapes when a straight 
hang is more attractive, more honest and 
better merchandising. In general, there are 
only three satisfactory ways of showing 
these stiff-backed types of rugs: hanging on 
the wall, draping over an easel, or rolling. 
The first way is easy in windows that have 
a high, permanent back, for the rug can be 
nailed at any desired height. For such a 
window, a device whereby a spikepole can 
be lowered by ropes for attaching the rug 
is invaluable. It does away with the neces- 
sity for ladders in the window and saves 
wear and tear on rugs, windows and nerves. 

Where it is desired to keep the back wall 
clear of a permanent pole, plug and socket 
hardware may be bought which will allow 
great scope to the displayman. These acces- 
sories are helpful but not necessary. Many 
large stores go on year after year nailing the 
rugs on the wall in the old way. The im- 
portant thing is to get the rug up in the air, 
for this is the big splash of the window. 

And now we come to the most indispens- 
able property of all to the rug display—the 
easel. Any store making periodic rug win- 
dows should have an assortment of various 
sized easels. They can be knocked together 
auickly by an amateur carpenter, and once 
made—will be permanent “stage props” for 
future settings. The easel way of showing 
large rugs is more flexible than nailing 
them to the wall, since the easel may be 
placed at any position in the window. Mod- 
ern displays tend to approach nearer and 
rearer to the street and it is easy to see 
how these simple accessories can bring the 
focal point forward in a deep window. 

The rolled rug plays an important part in 
rug display. It is easily prepared for dis- 
play and needs no special properties to hold 
it. Many interesting effects can be attained 
with rolled rugs of various sizes, and the 
method is particularly adaptable to modern 
displays. An effective variation is the double 
roll, where one rug is rolled from both ends 
toward the center. Screens may also be 
simulated in this manner, by separating the 
two rolls a few feet. However, in using 
rclled rugs, it should be remembered that 
they are chiefly decorative from the stand- 
point of contour; they do not show pattern 
to the best advantage and should always be 
accompanied by a large expanse of the fea- 
tured pattern. 


With the growing recognition of ensemble 
selling, model-room stage settings are a 
valuable adjunct to any home-furnishings 
store’s window equipment. Multiple-unit 
room settings, consisting of wall sections 
which can be assembled in various ways, can 
be bought ready made. They can also be 
constructed by any local carpenter at a cost 
of from $100 to $200, depending on the size 
of the window. Presdwood is widely used 
for this purpose, since it is available in large 
seamless sheets, does not warp, and takes a 
good paint surface. A carpenter can put 
such a set together in an hour, with angle 
brackets, etc. From time to time, the set 
can be reassembled in a different shape and 
the wall color changed, so that the window 
presents an entirely new face to the passerby. 

When a store does not wish to attempt the 
expense or labor involved in room sets, an 
effective compromise is available in large 
hinged screens which simulate a portion of 
a wall. A screen made of, say, three panels, 
each 3 by 6 feet, provides ample backing 
for a small furniture group, and the result 
is amazing. Try wall-color backings in your 
windows and see how much they add to the 
attractiveness of your rug and furniture dis- 
plays. 

Now let’s suppose we've set up a knockout 
display, using the pick of all the equipment 
mentioned here. Let’s suppose it’s a “nat- 
ural” to stop the passerby. If it’s under- 
lighted it’s still a flop. Stores are spending 
great sums in relighting their stores, having 
realized the psychological truth that im- 
proper lighting not only shows the merchan- 
dise to disadvantage but actually depresses 
the customer and makes him go elsewhere 
to buy. The same is true of window lighting. 
Light attracts. But there must be plenty of 
it to compete with our busy streets of today. 

The lighting of .any particular window 
should be specified by a lighting engineer. 
Generally speaking, however, it is true that 
deep windows require both flood and foot 
lighting, whereas shallow windows (up to 
6 feet or so) can get along with a strong 
bank of floods. In deep windows the prob- 
lem is to get sufficient light on the back wall 
so that it is not lost to the eye. The angle 
and power of the ceiling flood lamps and 
reflectors govern this—and it pays to get a 
specialist to do the job. Lately, spot lighting 
has come into vogue and it must be said 
that this is one of the most effective meth- 
ods of all, providing the display is suited to 
it. Where concentration and unity of subject 
is the note of the display, spot lighting is 
correct. In this case, all the movable light- 
ing fixtures available should be put to play 
upon the small display area, and the rest may 
remain in darkness—the darker the better. 
One of the simplest methods of spot lighting 
is to conceal strong reflectors behind a 
draped rug in the foreground and concen- 
trate the light on the focal point further to- 
wards the back of the window. A battery 
ot “spots” which can be plugged into base- 
board receptacles is a good investment for 
any store. 

The points covered here are all that need 
concern the average store in its problems 
of physical display technique. What has 
been said is not theoretical. It has been 
tried and it has worked—and it will work 
for you, too. 
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Two Smart Formal Displays 
Fall Windows 


ror 


While the two formal displays pictured 
with this presentation appeared in June, the 
presentation idea behind each display can 
be changed to fit any season. The line and 
form of the displays suggest effective season- 
able displays, the only requisite being to 
change the color of the backgrounds to fit 
the season. As an example, the Oriental 
display might well be reproduced in its en- 
tirety for effective fall presentation with the 
background panel remaining exactly as 
originally produced for our displays. The 
background panel was done in black, silver, 
gold, orange, white, orchid and a dash of 
red. The window floor was black, while the 
constructional form of the display was 
painted a gray-blue. For effective fall 
presentation I would keep the background 
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By MALCOLM J. B. TENNENT 
Meier & Frank Company 
Portland, Oregon 


the same colors, also the window floor; the 
only change necessary would be made in 
the constructional display and it could be 
painted in tans, browns, or gold—it could 
really remain the original color. 

The circular display suggests an attractive 
background presentation for most any for- 
mal window. In our spring opening displays 
the window pictured with this story was the 
center display of three windows. Each win- 
dow had the same background, the only 
changes being in color and scenic design. 
This particular display was done in sage 








green background with dark green moulding 
and trim, and a pale lemon-yellow wall. The 
fioor was black, while the shelving and 
bench were done in deep shades of green. 
The scenic design was done in spring colors 
of green, blue, pink, white, rose, etc. 


The blue print for the above window shows 
the exact display before construction. The 
floor plan of the display is shown, as is the 
elevation and side profile. The small sketch 
in the lower left-hand corner of the blue 
print shows the line of three windows in 
which the three displays were installed: 
No. 14, 15 and 16. The reader will notice 
that the blue print calls for the appearance 
of the scenic circle to one side of the center 
of the background circle. In the actual in- 
stallation we decided the scenic circle gave 
better balance if placed in the exact center 
of the background circle. Such changes, of 
course, are simple to make. 


If the displayman was to adapt this back- 
ground for a fall opening display, it would 
be necessary to change not only the entire 
color scheme but the scenic design as well. 
The scenic design is strictly a spring scene, 
and could not be used successfully in the 
fall. An interesting scenic effect would be 
to use a suggestion of fall leaves highly col- 
ored. Another suggestion would be to use 
autumn flowers or forest scenes. If the dis- 
play were to merchandise furs, a modern 
animal could be shown in the center circle. 


The use of the two constructional plat- 
forms enabled us to effect a great many 
effective displays of all types of merchandise 
in this set of windows. The platforms being 
placed as they are—one high, as a shelf; one 
low, as a bench—made effective displayers 
for such goods as lamps, shoes, millinery, 
all sorts of accessories, luggage, small items 
of merchandise like sweaters, waists, scarfs, 
collars, etc. Several effective promotions of 
fabrics, furs and fashion merchandise were 
merchandised in these windows by the elim- 
ination of the constructional platforms. <A 
great number of smart volume displays were 
effected by removing the scenic panel and 
using special sale signs or banners in its 
place. 


A blue print is not included for the back- 
ground shown on the first page of this story. 
This display was most effective from a con- 
structional point of view. A huge arch 
almost completely fills the window. The 
left side of the arch contains a niche in 
which smart accessory groups were mer- 
chandised. The niche has a ground-glass 
background which is illuminated from be- 
hind. A square column appears at the front 
of the window on the right; it serves as the 
right buttress for the arch. A decorative 
treatment of panels and circles decorated the 
top of the column. 
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—The lovely formal display shown on the —The window background pictured at the top of —The blue print shown with the above dis- 
ie opposite page had a constructional back- this page was the center display of a group of play indicates the simplicity whereby the 
ground done in a gray-blue shade. The three windows. The backgrounds in all three builder pictures the background before it is 
be window floor was in black, while the back- windows were the same with the exception of constructed. Several minor changes will be 
1 ground painting was done in black, silver, and scenic changes in each display. This dis- noted in the blue print and the actual dis- 
se gold, orange, white, red, and orchid. A play was in sage green, lemon yellow, with dark play principally in the position of the cen- 
s- black and white formal gown was fea- green moulding and trim— ter circle— 
rm tured— 
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The Immediate Need 


I am dividing this study in four parts; 
first, ourselves or “The Profession;” second, 
“The Retailer;” third, “The Manufacturer,” 
and fourth, “Our Immediate Need.’ The 
reason for this is that I believe our audience 
is divided among these various interests 
and: by directing the message*in this manner 
there will need be little confusion as to 
whom we are discussing. 

The Profession—is like that of any other 
professional group. It is composed of keen, 
alert men who study their problems and 
practice their profession. Doctors, engi- 
neers, lawyers and other professions study, 
practice and continue to learn by their deeds 
and association. We do the same. But—we 
do differ in that we have such broad, un- 
limited scope of opportunities all dependent 
upon ability, imagination and _ ingenuity. 
Ability is the desire and knowledge with 
which to work, to learn and to cooperate 
with our fellowmen. Imagination is the 
mind which forms imaginary pictures, ideas 
that are transformed into acts and action. 
This is the great difference in men, their 
ability to be practical with imagination and 
to see, to visuaiize accurately and alertly. 
Ingenuity is the adaptability of the indi- 
vidual to the need. The interpretation of the 
image and the personality of the man so im- 
portant to success, it determines the degree 
of success a man may enjoy. 

The profession of merchandise presenta- 
tion begins with product or package design 
if the individual ability merits. It con- 
tinues to the development of the sales idea, 
the picture in two or three dimensions that 
will dramatize the goods and its merits of 
uses. The more home runs or successes an 
individual can obiain to his credit the greater 
will become his scope of activity with his 
firm. Men, you must broaden your vision 
as to your job. You must study and by prac- 
tice make your knowledge profitable to your 
firm. You must keep your own log as to 
your successes, your daily or weekly record 
of contributions that definitely assisted to 
sell goods at a profit. 

The development of ideas around which 
dramatic events can be conducted, means 
plans to which goods can be bought more 
successiully. Thus a definite need for very 
close contact with buyers and merchandisers 
of the store. Your mind can be respon- 
sible for creating the picture that will en- 
courage more successful merchandising 
events. You are the interpreter of the pub- 
lic and their reactions to the display of goods 
to your buyers and executives. You should 
know the public pulse best, their reactions 





*An address delivered at the Chicago convention 
of the International Association of Display Men. 


of Display 


By W. L. STENSGAARD* 
W. L. Stensgaard & Associates, Inc. 
Chicago, Ill. 


to form, color, ideas and dramatization of 
types. Are you doing that job well today? 
If not, begin at once to prove your ability 
point by point and thus gain the confidence 
of your superiors. Do not rely on guess- 
work. Have the facts, learn how to get 
them, learn how to use them. Do every job 
you tackle thoroughly and on_ schedule. 
Learn how to sell your ideas more efficiently, 
learn how to put them on paper with facts 
as to costs compared with anticipated re- 
sults. Keep a record of results and tabulate 
the percentage of plus or minus on each 
major job you do. Whatever you do, re- 
member that selling your ideas is equally 
important to other functions of your posi- 
tion, perhaps even more so. Don’t take the 
blame for unsuccessful ideas you were asked 
to’ complete if they were not approved by 
you. Go on record with reasons first instead 
of excuses later. Bosses like men who have 
reasons for doing or not doing a job, but 
they want him to be able to tell it before, 
not after. Associate yourself with the best 
men in the profession, never minimize your 
job or the profession. Be able to sell your- 
self, your profession and your ideas and your 
ability to execute them. 

The Retailer—is fast coming to learn the 
advantages of skilled display executives in 
charge of his merchandise presentation prob- 
lems. He is learning it is an investment 
not an expense. The retailer is coming to 
know the difference between displays that 
just show goods and those that have ideas 
and sell goods. He is coming to know that 
there are men who make substantial salaries 
through the profession of display, because 
they sell more goods for their firm. He is 
learning the vast difference between the dis- 
play executive who can be of assistance to 
his buying and selling organization in for- 
mulating ideas that sell more. He is learn- 
ing that the windows are only a small part 
of the display job about his store. The re- 
tailer has long been told and sold on the 
value of circulation in his newspapers and 
he had gladly paid the price. He forgot the 
circulation value of his displays. He forgot 
that circulation did not mean so much in 
itself, but it was how we took advantage of 
the circulation. Not only what, but how 
we presented the goods. And most of all, he 
is learning that ideas are much more valu- 
able than the material or paint used in exe- 
cuting them. He learned that amateur ideas 
were folly and waste; they did not click. 

Now the retailer in most cases is making 
a profit, one on which he will pay taxes, and 
therefore he will do more improving “of his 
own store within his rights. This means 
ideas are what he wants. He wants oper- 


ating efficiency through proper direction of 
traffic and quick handling of sales. Display 
can be of great assistance. He wants his 
storé to be talked about because of ideas and 
fashion; display can help again on this job. 
He wants to cash in on exterior and inte- 
rior circulation of people. Here display de- 
termines whether out of each thousand peo- 
ple 1 per cent or 10 per cent or more are 
stopped and sold an idea. If a display stops 
10 per cent of passers it is excellent, but it 
is even better if it sells 50 per cent of those it 
stops. Let’s not rely alone on circulation, 
but more on what we do with circulation. 
It pays to find out if your ideas are not only 
stopping but also selling. A group of white 
mice playing in a cage in the window will 
stop thousands, but sell nothing. Make your 
displays both stoppers and sellers. 

The retailer is learning that the display 
manager is not Houdini. He does no magic. 
He needs money to do things with as do ail 
other forms of advertising. The display 
manager in many respects is responsible for 
the impression the retailer has about magic 
versus money. He in many instances thought 
it fine to sell himself for his slick ideas done 
out of nothing. True, occasionally it can 
be done, but it can not be the means of do- 
ing a good, consistent selling job through 
display. I know of a store that recently put 
the display department on a budget of $2 
per window per week. Of course, such was 
almost insanity and only cost the retailer 
who had the idea a hundred dollars for every 
window every week, perhaps more. Some 
windows need money for the execution of 
an idea that may bring thousands into the 
store. Traffic not only buys the article 
dramatized but comes into many other de- 
partments. No budget of $2 per window for 
department store presentations will prove 
anything except economic waste. Space in 
newspapers costs many dollars per column 
itich, yet many stores try to maintain a sell- 
ing display front for less than 1 cent per 
week per square foot. Retailer must get 
sensible about window space and window 
costs. Too many controllers have compared 
display costs and cut display budgets with- 
out counsel of proper knowledge. Newspaper 
space in a town of 50,000 costs just as much 
to treat as if it were in a city of 1,000,000. 
Regardless of what the comparative value 
may be, the cost per square foot of compo- 
sition board, paints and whatnot is the same. 
Perhaps this is not the way to look at the 
problem—nevertheless a minimum job of dis- 
play is only as good as its sales results. 
Too many retailers try to do a display job 
by percentage because some Harvard re- 
search or comptrollers figures say that’s all 
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it should cost. Thus display is shackled 
instead of promoted for all of its value. It’s 
time retailers listened to display executives 
of sound judgment and allowed them to pre- 
scribe the needs and insist also that display 
executives justify their requests with re- 
sults. If this is done there will be less eco- 
nemic waste of display potentialities. Dis- 
play fronts the world over will do an aver- 
age of improved selling that will startle the 
most conservative of merchants. Prove to 
your boss your needs. 


The Manufacturer—has been afraid of the 
retailer so far as display is concerned. The 
retailer has always ridiculed the manufac- 
turer of merchandise about his retail selling 
ideas. I agree there are some exceptions, 
but let’s deal with the majority. Manu- 
facturers have felt they had little to do ex- 
cept to make and distribute the goods. The 
retailer should find his own way of dispos- 
ing of the goods. The tide is turning fast. 
Retailers have learned the manufacturers 
know their products best. The research, de- 
velopment, and experimentation of design 
and mechanics bring forth many reasons for 
the public wanting and needing a product. 
The manufacturer learns these first as a 
usual rule. The manufacturer is learning 
the value of retail experience to interpret 
and dramatize these facts. He employs ex- 
perience or counsel on the matters of retail 
selling. He creates his selling plan with 
retail viewpoints and trains his sales or- 
ganization how to present same to the buyer. 
He gets better cooperation. He offers the 
retailer selling helps designed to fit into his 
classification of store rather than following 
the old rule of giving all the same help. 
The smaller store can not use and does not 
need the type of help the larger store must 
have. Therefore, the classification of retail 
accounts in accordance to needs and poten- 
tialities is the new order of manufacturers’ 
sales plans. 


The manufacturer is learning to think in 
terms of value of the retail account rather 
than the value of the initial order. He is 
learning that proper display help properly 
placed assists to do a big job of repeat sell- 
ing, thus increasing turnover, sales per 
square foot, reducing markdowns and shrink- 
age, increasing profits and desirability of 
product to the retailer. More and more suc- 
cessful experiences are coming to notice of 
such cooperation. More and more direct 
assistance at the point of sale is making all 
manufacturers’ investments in advertising 
more productive. Manufacturers are learn- 
ing the more direct route to increased sales 
at reduced costs. No national advertising 
campaign is complete on products sold 
through retail without intelligent dealer as- 
sistance suitable to classification of account. 
The retailer wants help in his store, not over 
hill and valley. The manufacturer is learn- 
ing the new order of the day rapidly. It is 
the retailer’s duty to teach him and to co- 
operate with the manufacturers who are 
leading the way. It means more direct dis- 
tribution results with reduced costs to all. 
It means less forced distribution and more 
healthy conditions of inventory and profit 
statements. Manufacturers are learning to 
develop products with display very much in 
mind. They want dramatic presentations 


DIsPLAY WORLD 


that tell and sell the features of the goods. 
Display managers should welcome the op- 
portunity to talk with manufacturers’ sales- 
men, with buyers, so that facts about the 
goods can be properly dramatized. If this 
is practiced on all more important lines, 
sales will increase. Many dormant articles 
of need can be sold successfully with manu- 
facturers’ help and ideas. The day of co- 
operation between manufacturer and retailer 
will pay greater dividends than the old days 
of chiseling and bargaining. Let’s learn 
how it’s done. 

The Immediate Need—is a common ap- 
preciation of our profession. A better job 
of selling what display can do. A finer job 
of planning and executing of selling ideas 
and less experimenting. Less folly for tink- 
ering with gadgets of display properties and 
more use of professional services available. 
Less copying of ideas from those who de- 
velop them to sell and more encouragement 
of those who can design and produce. 

More credit by the retailer for the value 
of display and more consideration for a rea- 


sonable budget for display. More encourage- 
ment of research on results of display, in- 
cluding comparative effects study. More re- 
peating of good ideas that sold goods and 
less experimenting with unknown qualities 
of display. More consideration and volun- 
tary contributions in money by retailers and 
manufacturers to our association for re- 
search and development of display. More 
genuine cooperation of retailer and manu- 
facturer on matters of display. More loyal 
support of all men engaged in display to 
their association. More time given to the 
development of ideas and good dramatiza- 
tion of merchandise. Much more thought 
given to recording results and study by com- 
parison. Yes, more study of costs and re- 
sults of display as compared with other ad- 
vertising costs and results. More display 
and advertising coordination. More value of 
ideas and ingenuity and less value of paper, 
wood, paint and putty. More respect for all 
that enters into better merchandise presen- 
tation. More liberal investment in display 
as it proves its ability to sell. 


A Tribute to Displaymen 
and a Prophesy 


By GEORGE W. WESTERMAN 
President, International Association of Display Men 
Jackson, Mich 


Through the columns of DISPLAY 
WORLD, who have so continuously given of 
their space to the I. A. D. M., may I express 
my sincere thanks and grateful appreciation 
to all of those readers who were in attend- 
ance at the recent convention of the Inter- 
national Association of Display Men in Chi- 
cago. 

It was a great convention, satisfactory in 
almost every degree, and this is evidenced 
by the great number of fine expressions 
received daily in this office by mail. The 
enthusiasm exhibited and the interest shown 
by all members in session proved beyond all 
shadow of doubt that the display profession 
wants and needs a representative association 
of its craft, an association in which all 
members can meet on common ground and 
can discuss common problems, and an asso- 
ciation to which a member can point with 
pride. 


It is my belief that, within the next two 
or three years, an organization will be born 
from that which has been started which will 
be all that any* member could hope or ask 
for from the point of numerical strength to 
represent the profession in national problems, 
from the point of service to be rendered by 
the association in better educating its mem- 
kers by enlightening them in their problems. 


I believe we, any of us, know what is 
lacking and what is needed, and it is within 
our power to eventually make all the neces- 
sary improvements which we have set about 


to do. One thing is certain—we shall never 
again go backwards. We must progress, 
and the progress of the profession can not 
be the work of an individual nor of a group. 
We must all contribute to the progress of the 
I. A. D. M. if all these present and past 
shortcomings are to be improved or cor- 
rected. 


Every present member must aid in the 
organizing of local display clubs and must 
assist in the enrolling of new members. 
When a person takes an active part in an 
association of this kind, then, and only then, 
can he really profit from it. If each mem- 
ber now registered would influence from 
three to five members within the next six 
months, the success of the association would 
be assured. 


I greatly appreciate the fine compliment 
paid me in having been reelected as presi- 
dent for a second year. I am truly grateful 
for the wonderful cooperation of everyone 
so far which I am pledged will continue. 
The Chicago coavention has proved a great 
inspiration to me. 


It has made me realize more and more 
what fine men go to make up our profes- 
sion, and also I am sure I now better under- 
stand their ambitions and ideals. I am proud 
to act as president of an association of such 
men and pledge to do all possible to make 
the International Association of Display Men 
the type of organization I know you will 
want. 
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The “EYES” HAVE It 


The irresistible appeal of a pretty girl, 
smartly dressed, walking along the avenue 
is a splendid example of display in all its 
glory. Color, form, motion—those prime es- 
sentials of modern window advertising—are 
present in pleasing ensemble. 

From the excellent example set by the bet- 
ter shops along the avenue, practically’ every 
other type of business employs displays for 
the same purpose which the stores use them 
—to sell subtly to the passing buyer. 

The tempo of today’s display is quite dif- 
ferent from that of just a few short years 
ago. Today, the designer of displays must 
be versatile. He must have more than one 
string to his bow. So varied are the prob- 
lems presented to him that every job has a 
lot of new kinks peculiarly its own. 

The four photographs accompanying this 
article illustrate the range of subjects which 
must be executed by the display designer. 
Often, a few crudely drawn lines on a piece 
of paper are the only starting points supplied 
him—if that much. 


By K. C. BECK 
Beck & Wall, Inc., 
Cleveland, Ohio 


Then a series of staff huddles take place. 
First to emerge from the mass of ideas is a 
miniature sketch, carefully scaled, balanced 
for color, trued up for design and _ tested 
jor practical construction. 

Color in itself is of tremendous impor- 
tance. One shade for emphasis—another 
pigment for contrast—a third tone for 
matching up some identifying part of the 
product—and so on through the rainbow. 
But like the rainbow, when the job is com- 
pleted, every color must harmonize into the 
completed whole, without jar or clash and 
with pleasing consistency. 

Form is another essential of effective dis- 


—tThe illustration above shows the Tim- 
ken Roller Bearing display at the Chrys- 
ler building, Century of Progress expo- 
sition, Chicago. The display is visible 
from the interior as well as the exterior 
of the building. The entire display is 
completely electrified and automatically 
controlled— 


play. From the perfectly flat surface of the 
old-time display to the multi-planed modern 
type is a far cry. But modern advertising 
demands such changes and the display de- 
signer must be equipped to handle the latest 
innovations. 

Not satisfied with static, non-moving types 
of display, the advertiser, in ever increasing 
numbers, is insisting on a third element in 
displays—that of motion. This factor is the 
most difficult of all, because the minute that 
motion enters into the picture, machinery is 
involved. 

A good exampie of motion in displays is 
the Timken Roller Bearing exhibit at the 
Chrysler building at the Century of Progress 
exposition, now in progress at Chicago. 

The photograph shows the display in 
cperation. Visitors at the fair can view the 
display from the exterior or interior of the 
building, due to the fact that the two center 
units are built in duplex form—one side fac- 
ing the exterior and the other the interior 
of the building. The entire display was built 
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in the Beck and Wall Studios in Cleveland, 
disassembled for shipment, and reassembled 
right on the floor of the Chrysler building 
in Chicago. The same technicians who built 
the display accompanied it to Chicago for 
final assembly. 


By way of contrast with this permanent COWVEMENCE Is Tre KeNote OF THE MODERN HOME 
display, another Beck and Wall production sienhal 
consisted of the Goodyear booth which trav- = pope 
eled from one Ford show to the next, in ; ‘ . as 
New York, Detroit and Cleveland. This oe 

—Ohio Bell Telephone exhibit at the Higbee a“ 2 


Company's electrical show. The display fea- 

tures telephone extensions, low cost of out- 

of-town calls, “collect call’ plan for business 

purposes and the evolution of telephone 
instruments— 


— 


booth featured an actual tight-wire act, pro- 
duced by trained performers to emphasize 
the super-twist feature of the cords in the 
Goodyear tire. Special lighting effects were 
built into the Goodyear booth, behind the 
large word “Goodyear” which appeared on 
all four sides of the exhibit. The color 
scheme was kept purposely light to obtain 
maximum reflective effect from the lighting. 

Another type of display executed by Beck 
and Wall for the Ohio Bell Telephone Com- 
pany was prepared for use in The Higbee 
Company electrical exposition in Cleveland. 
Four major phases of telephone service were 
demonstrated on the four sides of this dis- 
play—telephone convenience in the home, 
long distance service for the business man, 





—The opposite illustration shows the Good- 

year booth at the Ford shows in New York, 

Detroit and Cleveland. It demonstrates the 

super-twist feature of Goodyear tires by 
means of a tight wire act— 
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the low cost of night rates for out-of-town 
calls and the evolution of the telephone by 
means of actual telephones from the oldest 
type to the newest. An added feature of 
this display was a teletypewriter demonstra- 
tion in actual operation between the exhibit 
and the telephone exchange. 

At the request of The Illuminating Com- 
pany which provides light and power for 
metropolitan Cleveland, Beck and Wall were 
consulted for the purpose of redesigning dis- 
play windows in the Illuminating building. 
The background was built to fit the nature 
of the electrical unit on display—electric re- 
frigeration. Simplicity of line, a careful 
blending of background colors and proper 
lighting were employed to make the refrig- 
erator the center of the stage. 


— 
= 
oe 


We TELEPHONE 
—A permanent display in the headquarters a (i e ‘ 
of the Ohio Bell Telephone Company, Cleve- Tees OMe ae - 
land. The display features "time service” by 


telephone. The clock is motor driven and 
operates twenty-four hours a day— 


The clock display is a permanent display 
in one of the windows of the telephone head- 
quarters building in Cleveland. It is oper- 
ated twenty-four hours a day by means of 
a motor which drives the hands of the clock. 
This is a good example of the multi-planed 
type of display handled in a typically modern 
manner. Another display in semi-circular 

[Continued on page 32] 








12 


DISPLAY WORLD 


September, 1931 


Relation of Display Ludgets 
To JSJales Volume 


Much of that which I will say to you 
today I have said before. I know, also, that 
you have heard a lot about expense and I 
only hope that, out of the time which we 
spend together, you will gather an idea or 
two for thoughtful consideration. As a mat- 
ter of fact, some of the things which I will 
advocate will probably be very difficult to 
sell to our superiors. 





Harvard University 
Graduate School of Business Administration 
Bureau of Business Research 1933 





Gen- Total 

Department Store eral Dis- Nic 
Net Sales Adver- play li ie 
tising icity 





$300,000 to $500,000 355 05 | 4.05 _ 
$500,000 to $750,000 | 42 055 475 
$750,000 to $1,000,000 | 405 055 46 — 
$1.000.000 to $2,000,000 | 44 055 4.95 
$2,000,000 to $4,000,000 | 5.0 05 55 
$4,000,000 to $10,000,000 | 5.3 05 58 
$10,000,000 to $20,000,000; 48 0.45 5.25 


$20,000,000 or more 4.2 0.4 4.6 



































By CARL H. SHANK* 
Stix, Baer & Fuller Company 
St. Louis, Mo. 


tion of Display Operating Expenses to Sales 
Volume,” I have prepared several charts, us- 
ing the per cent figures from 1933 Harvard 
University Bureau of Research, which are 
averages taken from several hundred stores 
in the various groups. 

Department stores in 1933 showed a de- 
cided change from a final net loss of 6.4 per 
cent sustained in 1932 to a final net loss of 
2.1 per cent last year, representing a decrease 
of 67 per cent from the loss shown in 1932. 
These figures are exclusive of interest on 
investments. When the profit upon invest- 
ments was included in the profit showing 
there was a net gain of 1.8 per cent as 
against a net los of 2.4 per cent in 1932. I 
merely mention this to point out that, while 
cur firms as a whole are in better shape, they 
are not on a profitable footing as yet and it 
is up to us to do the best possible job at 
the least possible cost. 

These charts, as you will note, regardless 
of the volume, whether it is 500,000, 1,000,000, 
or 20,000,000, the display expense is prac- 
tically the same per cent ratio to sales vol- 
ume. Knowing the profit showing of our 
stores in the last few years, it would cer- 
tainly be poor business to advocate increas- 
ing our budget if it were to increase the cost 
of publicity to our stores. 





GUIDE AND AID IN ESTABLISHING 
DISPLAY BUDGETS 
Harvard University Percentages Used 








$3,000,000 Volume Pay Roll 60%| $ 9,000 
Display 0.5 Supplies 38%] $ 5,700 
$15,000 'Unclassified 2%| $ 300 


| 
$7,000,000 Volume Pay Roll 50%} $17,500 
Display 0.5 ‘Supplies 45%} $15,750 
$35,000 bein sta 5%| $ 1,750 


$15,000,000 Volume Pay Roll 45%| $32,063 
Display 0.45 (Supplies 50%} $33,750 
$67,500 \Unclassified 5%] $ 1,687 














I now wish to call your attention to the 
display costs in relation to general advertis- 
ing costs in all cases, as you will note, is on 
the average, less than 10 per cent of the total 
publicity costs. This, to me, seems entirely 
out of line and I firmly believe that if only 
2% or 5 per cent of the advertising budgets 
were alloted, as an additional appropriation, 
to the display budgets that much more good 
could be derived from each dollar spent than 
at present. 

When you consider that only 5 per cent 
of the advertising budgets would give us a 50 
per cent increase, we could expand our ac- 





(Net Sales—100%) 


I feel that every displayman here is en- 
tirely qualified to handle the mechanical 
phases of his work, but too few of us have 
given serious thought to the management of 
our business. Because we as a whole have 
been more concerned and spent most of our 
time planning displays and executing our 
work, trying always to give the utmost of 
service, we have found little or no time for 
anything else. 

You may be doing splendid work, and 
operating on a very limited budget, you may 
be positive that the character of your dis- 
plays rank first in your respective cities and 
this you may be able to prove; but do you 
know just where you stand in regard to the 
expense of this operation in relation to your 
sales volume, whether or not you are doing 
a good job in this respect? 

If we as displaymen are to win the con- 
fidence of our superiors and get just credit 
for producing our share of the business, we 
must surround ourselves with proof and 
statistics to show that we know what we are 
talking about, to justify our positions and 
titles of display managers. 

As the subject of my talk is “The Rela- 





*An address delivered at the Chicago convention 
of the International Association of Display Men. 


WINDOW AND DECORATING EXPENSE BUDGET 
Figured on the Basis of $10,000,000 Volume—0.45 Harvard Medium for 1933 








Window and Decorating Salaries.... $20,000.00 
Window and Decorating Supplies: 
Outside repairs .>....... $1,000.00 
Small Fixtures 5,500.00 
Small Fixtures and Repairs..  $ 6,500.00 
Miscellaneous =, eee 3,000.00 
Civic Windows 200.00 
Spring 800.00 
Anniversary 200.00 
Christmas Sea erat tee! eS) ag 3,500.00 
ONES ce ee tee 800.00 
Total Supplies ........... $15,000.00 
Maintenance Division: 
RSRIINES Ss es ae oe eee . $ 750.00 
WREDBITS [ioc 655s Be Se Oe 2,350.00 
Total Window and Decorating Supplies... 17,350.00 
Hauling Reale ruts Cok MN OY ec Poh REM SMO URE race 250.00 
Pressing 1,000.00 
Travel 400.00 
Total Window and Decorating Expense........... ....... $39,000.00 
WAMOMEIOETS  DEIATICS oe aes es nee cesas  §S20000 
RM TMRO TS CAINE hos cw oye eae 2,800.00 
Total Sign Expense.... “ae a eae Toe 6,000.00 
Total Window and Decorating Expense Budget........ $45,000.00 
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WINDOW AND DECORATING AND SIGN BUDGET 
Fiscal Year 1934 
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tivities by 50 per cent, give a great deal 
more attention to interior displays, drama- 
tize sales at the point of sale, and many 
other activities that we are now unable to 
do. All of which makes me feel that the 
benefit from this additional display activity 
would greatly outweigh the slight loss in 
advertising linage, give our stores a great 
deal better chance for successful promotions 
and a better and more attractive store for 
the same amount of money they are now 
spending. It is one thing to sell an idea 
and another to make it work. If we do get 
this increased budget, we must not waste- 
fully use it to make more elaborate dis- 
plays, but to actually give additional help 
and service, otherwise we will defeat the 
purpose. And to my way of thinking, we 
must run our departments on a strictly busi- 
ness-like basis, establish our budgets, put in 
a control system, so that we can tell just 
where we stand at all times, and see to it 
that we do not violate the confidence of our 
superiors by spending more money than has 
been allotted to us. 

For those who do not operate on the bud- 
get plan and are considering doing so, I have 
prepared a few additional charts that will, 
I believe. give you a foundation for a start. 

Several things must be taken into con- 
sideration when establishing your budget. 
You may be fortunate or unfortunate in hav- 
ing more or less than the average window 


space to service for stores in your sales 
volume class. Again I say that, regardless 
of whether you do have more space than 
the average, your firm can spend just so 
much and no more, if they are to meet com- 
petition and make a profitable showing. In- 
stead of two sets of backgrounds per year, 
you will be forced to plan the one set so 
well that, with a modest cost, it can be 
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THANK YOU 9 
Display Managers ® 


Fok the warm reception and friendly 
_cooperation extended to us at the 
Chicago Convention. 


MAHARAM is now ready to present 
its brilliantly original. new 
XMAS NUMBERS 


WRITE IN TODAY! 


Samples gladly sent upon request. 
All inquiries’ receive immediate at- 
tention. Every facility at your 
disposal. 


DISPLAY FABRICS 
ACCESSORIES 
MOULDING 
TUBES, ete. 
DISTRIBUTORS OF FLEXTON, 


TRATON, VELTON, CELLO- 
VELTON and CELLO-TRATON 


MAHARAM 
FABRIC CORP. 


107 W. 48th, N. Y.—6 E. Lake, Chic. 
819 Santee St., Los Angeles 


Our Representatives in Principal 
Cities are ready to give you prompt, 
personal attention. 


REBEeHEaEe See 
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Harvard University 
Graduate School of Business Administration 
Bureau of Business Research 1933 


We find the display budgets were spent as 
follows: 























|] Un- 
Net Sales Pay Sup- | classi- 

Roll | plies | _ fied 

$2,000,000 to $4,000,000 | 0% | 38% | 2% 
$4,000,000 to $10,000,000 50% | 45% | 5% 
$10,000,000 to $20,000,000 45% | 50% | 5% 





changed and readapted to give you longer 
service. 

Each store, while similar in most respects, 
has different conditions which would necessi- 
tate a different breakdown and division of 
budget. However, the foundation of sal- 
aries and supplies is to be considered regard- 
iess of how many classifications you divide 
your supply account into. 





DISPLAY PURCHASE REGISTER 
Budget Control 
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The Fountain Air Brush 


The Air Brush of the Particular Artist 





The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 

















SpeedWay= 














for Motors 


Speed Reducers 
Pumps and 
Turntables 


Animation . .. motors... 
action for your displays at 
low cost. SpeedWay motors, 
‘invisible’ pumps and turn- 
tables plug into any light 
socket, operate without 
transformer. Singles or by 
thousands for all types of 
current. : 


Write for Sheet of 
Applications 


SpeedWay Mfg. Co. site tsetse 
1839 S. 52nd St. a re- $10. 00 


Cicero, Ill. ducer. 
F. O. B. Factory 














Bargains in Slightly Used 


Mechanical Christmas Displays 


Life-size animals, clowns, toy workshops, etc. 
Sale or Rental - - Send for Literature 
We also make PARADE FLOATS carrying 


moving displays and sound amplifiers. 


SPIEGEL DISPLAY CO., INC. 


521 W. MONROE ST. CHICAGO, ILL. 
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This Budget Control Book is divided into the various classifications. 


Also a total monthly record of all purchases is kept. 


With this method 


you can know at any moment just where you stand in any division. 





ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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A Display That Will “Sell” 
In Any season 


The question, “How to Display Summer 
Merchandise,” is just as interesting as the 
displayman is capable of making it. Medi- 
ocre displays are all too often the rule, and 
it is the “exception” to the rule in which 
every true displayman’s interest should lie. 
I am afraid, however, that we have become 


By ELWOOD A. COOMBS 


Porter's, New Orleans, La. 


so accustomed, particularly during the sum- 
mer months, to merchandising window dis- 
plays without any particular effect in mind 
that exceptional displays are just naturally 
given a back seat. Our interest lies in fall 
presentations, and most summer displays suf- 
fer accordingly. It’s true that there isn’t 











PORT ERY! 


The Aristocrats of Summer Clothes 


PORTER'S QUALITY LINENS 





Here’s Our Window at Carondelet and Gravier Sts. 


WHITE AND NATURAL 
ROUND THREAD LINENS 


$12.50 


They’re tailored...utterly cool...perfectly fitted. 


LOOK AROUND TOWN AND COMPARE! 





Carondelet & Gravier Sts. 


e 








much that can be done in the way of creative 
displays between seasons—meaning original 
backgrounds and elaborate or complete 
changes of scene. Summer displays are 
usually accorded smart panel effects which 
suggest the idea of bathing, straw hats, palm 
beach clothing, etc., while the ‘change of 
scene” is saved for fall openings. 

The large department store is in a position 
to effect complete change of background 
effects or appropriate atmospheric designs 
for most every line of merchandise regard- 
less of when it is displayed. The small de- 
partment store, or specialty store, on the 
other hand, can not develop special displays 
for special events for several different rea- 
sons: (1) The small store doesn’t have 
sufficient window space to devote a com- 
plete window to special promotions—there 
are exceptions, of course, but such exceptions 
are indeed rare; (2) the small store doesn’t 
have the necessary space for the production 
of elaborate background changes; (3) the 
small store doesn’t work with a display bud- 
get that enables the displayman to effect 
smart seasonable background changes for 
summer displays. Any one of the three rea- 
sons will prevent the effective production of 
seasonable displays, but as I have just 
pointed out most small stores must consider 
all three problems. 

The displayman that works under such 
conditions must be much more considerate 
of his window display budget than the dis- 
playman having a budget that enables him to 
effect any seasonable change. Such a dis- 
playman must consider not just spring and 
fall displays but all displays that are apt to 
come between spring and fall openings. 
Usually the backgrounds in the small store 
are such that most any smart panel display 
or interesting atmospheric display can be 
merchandised in front of them without ma- 
terially affecting the power of the presenta- 
tion. Such permanent or seasonable back- 
grounds must be simple in design and color. 
Where an elaborate and decorative back- 
ground is produced for a display, and that 
background must stay in the windows for 
at least five or more months, the most effec- 
tive use of such backgrounds is considerably 
limited. 

Where the background is simple in design 
and color, it works hand in hand with the 
displayman in the development of future dis- 
plays. The displayman has a setting in front 


—An exact reproduction of the ad that ap- 

peared in the newspaper during the "life" 

of the window display. In this particular 

instance, the advertisement utilized a repro- 

duction of the window display for advertise- 
ment illustration— 
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of which any simple display can be merchan- 
dised effectively; and instead of being con- 
cerned with the problem of not only effec- 
tive presentation of seasonable background 
and individual background, his entire atten- 
tion can be concentrated on the production 
of the display for the particular display. The 
background presented with this display is but 
one of the many instances where a simple 
seasonable background has cooperated with 
the displayman in the development of a sim- 
ple and yet effective presentation of special, 
as well as seasonable, displays. The sim- 
plicity of the background in front of which 
the special display appears harmonizes in 
every particular with this subsequent presen- 
tation. 

To demonstrate the possibilities of effec- 
tive presentation of individual displays, I am 
going to endeavor to show how the perma- 
nent window background contributed to 
make the special setting for “linen” suits 
even more effective. The size of the actual 
window is approximately 12 feet long by 4 
feet deep. The background proper consists 
of jade green panels separated by embossed 
gold pilasters. The special constructional 
setting for the linen suits is in black and 
white, with the exception of the poster frame, 
which is in gold. All merchandise is white 
or black and white. 

The constructional setting is made of wail- 
board and 1 by 2-inch furring strips. The 
panels were covered with black imitation 
pigskin, and were finished off with a flat 
screen door moulding painted white. The 
wooden cut-out letters were also painted 
white. The poster is in black and white. 
The cost of the material, lumber, wallboard 
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—It isn't necessary to question the rea- 
son for the success of the window 
play and advertisement. The 
display has line, form, balan ‘contrast, 
color, height, angles.  Miplay is 
very modern in a 
tation. Of cours¢ it "sold"— 


and pigskin is in the neig cal of $10. 


The display remained in OF ont nt windawy SY 


for eight days, and was th 
of our side windows for an ~— Teorat-week, 
The newspaper advertisement, which was 
prepared with the aid of the window photo- 
graph, appeared for one day only—in a 
morning and evening paper. 

The actual results from the window and 
advertisement are hard to estimate as they 
appeared during the peak of our summer 
clcthing season, which is during the month 
of June. We -do know, however, that the 
clothing department showed a 76 per cent 
gain during the month of June over the 
same period a year ago. We are confident 
that the window and advertisement con- 
tributed considerably to this increase. Sev- 
eral men who came in for suits said their 
wives specifically stated that they should 
get the shoes, tie and handkerchief dis- 
played with the particular suit in the win- 
dow. 





Bates Now Located at 
Mason City, lowa 

Ellsworth H. Bates, formerly display man- 
ager for the Boston Stores, Milwaukee, now 
has a similar position with Damon’s, Inc., 
Mason City, Iowa. 


nppliegb 
SOON pi yf Chicago, and were given away by 
tie cial representative, F. A. Moreland. 
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Five Kling-Tite Tackers Given 

Ww +t Convention 

At the“. A. D. M. convention at Chicago 
last va novel feature of the daily meet- 
as thé giving away of Kling-Tite one- 
atic tackers. These tackers were 
the A. L. Hansen Manufacturing 






of the requirements for being eligible 

r drawing a Kling-Tite tacker free was to 
be present at the meeting at the time the 
name drawn was called. Such names were 
of regular members. For non-members, who 
were not required to be present at the time 
the name was drawn, there were two Kling- 
Tite tackers given away. 

There were a total of five Kling-Tite 
tackers given away—three to members and 
two to non-members. Names of those re- 
ceiving a tacker free were: Farrell F. Ma- 
son, Gassman Bros., Chicago; W. L. Mc- 
Curry, Hearne Dry Goods Company, Ltd., 
Shreveport, La.; H. E. Engert, Feirbleman’s, 
Inc., Shreveport, La.; J. P. Madigan, Madi- 
gan Bros., Chicago; Fred A. Krause, Sales 
Equipment Company, Detroit. 





Gordon Goes Into Business 
For Himself 

J. M. Gordon, for the past three years with 
the artists’ paper and board division of the 
Milton Paper Company, New York City, has 
resigned to establish his own business at 11 
West Forty-second street, the same city. He 
will supply the artist and sign supply trade 
with Texturite, a quality line of artists’ papers 
and boards. 
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Enterior Displays Feature In 





The day is past when a displayman is em- 
ployed just to trim windows. He should 
rightly take his place in the store with the 
architect, the superintendent, and others in- 
terested in the development of the store. He 
is the art director. He knows color, balance 
and proper arrangement. He is artistic and 
is a criterion for all things modern. He is 
up to the minute in every detail. 

We started a modernization program in 
our store the first of the year and each 
month has seen some new improvement take 
place. A great deal of favorable comment 
has been passed by visitors on the changed 
appearance of the departments and special 
shops that have been included in the major 
improvements. 

One of the first things we did which gave 
our ready-to-wear floor an inviting and mod- 
ern appearance was to build an island 
around a post in front of the elevators, using 
only indirect ceiling and floor lighting, which 
eliminated all shadows on the merchandise. 
The color scheme on posts and canopy was 
carried out in two shades of fawn. The 


By EVERETT W. QUINTRELL 
Elder & Johnston Company 
Dayton, Ohio 


moulding was in apple green. Ejighteen-inch 
circle cut-out panels in veneer covered the 
mirror paneled post. The color scheme of 
the flooring was black and orange, alternat- 
ing. The base-board was carried out in tile 
brown as well as the upright posts. Fawn- 
color ropes were attached to each post. All 
special featured merchandise is displayed on 
this platform. 

Along with the trend of millinery bars that 
were sweeping the country, we designed and 
built what we called the “Topper Shop,” 
which was also illuminated with indirect 
lighting. The words “Topper-Shop” were in 
black letters on frosted glass set in applq 
green front. The border across top was 
medium blue. Cut-out circle panels in beige 
tones covered the back mirrors. Counter 
tops are covered in black oil cloth. The 
front of the counter is finished in two tones 
of fawn with Nile green moulding, with 
base in black. Stools are tile brown with 
touches of fawn. This shop has been a 
wonderful asset in increasing our millinery 
business 





Modernization Program 


Another major improvement that has done 
more to beautify our ready-to-wear floor 
than anything else has been the remodeling 
of our collegiate department. We used three 
shades of fawn in the color scheme of this 
department, with trimmings in medium blue 
and Nile green. Especially constructed can- 
opies surrounded the posts at the entrance 
to the department. Concealed lightnig in the 
ceiling of the canopies illuminated the mer- 
chandise on the platform, which is covered 
with black. Architectural designed linoleum 
covered the floor in this department. The 
colors in this linoleum pattern are orange, 
tan, white, and brown. 

A harmonious color scheme was carried 
cut in our corset department, which is di- 
rectly opposite. All counters were painted 
in three shades of fawn, counter tops being 
in tile brown. 

The next improvement was our main-floor 
flower shop, which was transformed into a 
rustic garden. The fence was stained brown 
with streaks of green and yellow to give it 
a rustic effect. Old-fashioned lanterns sus- 


—tThe "Vacation Time" department was used 

to splendid advantage on the Elder & John- 

ston first floor lingerie section. The espe- 

cially designed glass triangle cases eliminate 

oll corners and permit additional display 
space— 


—The development of the "Topper Shop" is 
interesting. Indirect lighting is used. The 
sign is in black on frosted glass. Colors are: 
apple green, medum blue, beige, black, two 
tones of fawn, Nile green, brown— 


—"Cinema Fashions" are displayed in a very 

attractive manner. The posts and canopy 

are carried out in two shades of fawn; 

moulding, apple green; floor, black and 

orange; base board and uprights posts in 
tile brown; fawn-colored ropes— 


—The roof of the "Beach Shop" is of imita- 

tion red tile; linoleum tubes are used for the 

corners. Sea blue board covered the posts. 

Life savers in black and white, green tape 
being used for trimming— 
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pended from the ceiling cast an amber hue 
over the scene. 

A mossy rock garden, with water trickling 
over stones into a pool alive with gold fish, 
was built in the rear. Various rock plants 
and vines gave it a cool and inviting atmos- 
phere. Flag stones led up to this setting. 
Rock and garden plants of every descrip- 
tion are on display. Our flower business 
was greatly increased through this dramatic 
setting. 

The next improvement was our main-floor 
lingerie department. With careful planning 
and a little paint, we transformed this into 
a modern department. Light and dark buff 
predominated with Nile green trimming on 
cases and counters. We had specially de- 
signed glass triangle cases built in each cor- 
ner, thereby eliminating all corners and giv- 
ing us added display space. 

The interior of all cases were painted 
cream. Thirty-inch counters were elevated 
on 10-inch blocks with built-in false fronts. 
This brought all counters on a 40-inch level, 
with all-glass cases. The half-round lan- 
terns on the posts carry out the vacation 
idea. These lanterns were also used on four 
sides of all center aisle posts on the main 
floor. Cut-out letters and silhouettes were 
cut out of one piece of black cardboard, cov- 
ering white parchment. To relieve the black 
and white, we used orange border at top 
and bottom. 

To dramatize our bathing suit department 
on the second floor, we built a beach shop. 
The roof was of imitation red tile, 1 inch 
round, Corobuff being used for this pur- 
pose. Linoleum tubes cut in half and painted 
red constituted the corners. Sea-blue Upson 
board covered the mirrored post. The life- 
saver cut-outs are white Upson board with 
black letters. To add color, we used green 
cellulose tape for trimming. 

The front of the circular counter is white 
Upson, covered with yellow fish net; bottom 
border is royal blue Upson. Chrome band 
conceals nails around top edge. Counter 
top consists of five-eighth laminated wood 
stained dark green and varnished. Two 
shelves were built behind the counter to take 
care of surplus stock. Special indirect light- 
ing fixtures illuminate the setting. 

Visitors will note other improvements in 
Elders store from time to time as their 
modernization program progresses. 





Stewart At Schlesinger's 


Ulman J. Stewart, one of the most creative 
of the Pacific Coast’s display directors, has 
but recently become associated with the 
Schlesinger Company, Oakland, Calif. Hav- 
ing followed Stewart’s work in Portland, 
Ore. DISPLAY WORLD hopes to soon 
present some of, Stewart’s work for Schles- 
inger’s. Stewart succeeds Russell Wal- 
bridge, whose present plans are not known. 





Wagner Leaves 
Golden Rule 

George H. Wagner, for many years display 
manager for the Golden Rule, St. Paul, 
Minn., has resigned and his successor has not 
yet been announced. Wagner’s future plans 
are as yet undecided. 
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Why Indirect Display Methods 





What I am really here today to talk about 
is the indirect approach in selling. First 
of all we are salesmen. We perhaps never 
beok an order from one year’s end to the 
other (excepting, of course, in some all- 
employee sales effort), but we are salesmen 
just the same. We sell the idea which sells 
the goods. In other words, we are indirect 
salesmen. And by the same token I am here 
to advocate the use of indirect methods in 
the selling of our ideas. 


There are all sorts of names for this in- 
direct method; one way of defining it is to 
say that it is the opposite of the continental 
method. Indirect presentation begins with 
an idea and ends up with the article you 
are trying to sell. Direct presentation be- 
gins and ends with the article itself. It 
seems to me that there is so much to be 
said in favor of the indirect method that I 
shall have to limit myself strictly if I am to 
keep this talk within the time allotted to me. 

First of all, it is recognized in any de- 
partment of living—whether in the drawing 
room of a fashionable home, in the making 
of a radical political speech or even in try- 
ing to persuade a Mississippi mud-cat to bite 
a half-bare hook on a windy day—the in- 
direct way is always the graceful way, the 
“smoothest” way, the gentlest and most at- 
tractive way. It is the most effective way. 
Everybody knows that tactfulness is re- 
garded as one of the best qualities which 
anyone can possess—and if you will analyze 
indirection you will discover that it is the 
very essence and heart of tactfulness. 


I know a story illustrating this point. Per- 
haps there is time for me to tell it. Any- 
way— 

Two plumbers were talking. Said plumber 
No. 1: “What do they mean when they say, 
‘He showed tact? He displayed tact?’ What 
is this here tact?” 


Said plumber No. 2: “Well, I'll give you 
an illustration. The other day I was put 
or a hurry call. I went to the address, and 
busted right into the bathroom. There was 
a lady in there taking a bath. So what did 
I do? I showed tact. I said, ‘Pardon me, 
sir, and backed out.” Well, that is tact— 
one form of tact. 


As a concrete example of the application 
cf indirect suggestion to the art of sales- 
manship, through the medium of window dis- 
plays, I will cite the following: This con- 
cerns the use of indirect selling ideas by 
connecting a display thought with a subject 





*An address delivered at the Chicago convention 
of the International Association of Display Men. 


By W. GILBERT BROWN* 
Philadelphia Electric Company 
Philadelphia, Pa. 


that is current in the minds of the passersby. 
The song, “The Man on the Flying Trapeze,” 
has a catchy tune and words, and is being 
played and heard wherever you go. Any 
phrase of that song is immediately recog- 
nized by anyone; therefore, connecting a 
window display idea with a phrase of the 
song immediately will draw the attention of 
the passing public. 


In our window we showed a portion of a 
circus “big top” with a figure in caricature 
style hanging by one hand on one trapeze 
and by his toes on the other. That is enough 
tc draw anyone’s attention. The caption, 
“Cook with the Greatest of Ease,” immedi- 
ately put the public’s trend of thought into 
the song, and they remember the man who 
flies through the air with the greatest of 
ease. Their attention was then brought 
down to placards which gave more of an 
explanation and a connecting point for the 
window display. Then their thought was 
turned to the appliance—an electric range— 
that was on display. 


Their minds being focused on the appli- 
ance last also enabled them to remember 
just what merchandise was shown in the 
window and tended to make them remember 
where they had seen that appliance on dis- 
play in such a novel presentation. Hence 
the indirect presentation, together with the 
novelty and unusual showing in the connec- 
tion with a popular tune or topic of the day, 
tends to bring more attraction and desire 
for further information than just the usual 
stereotype—the so-called continental display. 


Take another example. It is summer time. 
Philadelphia—where the display I am going 
to talk about was made—is on two rivers, is 
very close to the sea and is one of the im- 
portant ports in America. There is a con- 
siderable interest in boating. Also, in recent 
months there has been interest aroused in 
nautical matters through the popularity of 
sea-novels, through motion pictures with 
oceanic backgrounds, and even through the 
known interest which the President of the 
United States has in all things pertaining 
to the briny deep. So, we got up a window. 
The purpose of the window was to stimulate 
the sale of elettric fans. But, note carefully 
how the thought is directed to the fans. 


There is a background suggesting sky and 
waves, and on it are two sea-gulls. In large 
letters are the familiar words, “Thar She 
Blows!” There is the upper part of a mast 
of a sailing ship, a “crow’s nest,’ with two 
sailors—one of them. peg-legged—practically 
lashed to their station; there is a boom, and 
sail, and rigging. Down toward the bottom 


Are Effective 


of the display—would you believe it ?—are 
five electric fans, and an explanatory price 
card, 


Yet the public is drawn to that display. 
It is drawn by the appeal to its nautical in- 
terests. It sees the fans—gets the idea—but 
somehow derives personal pleasure from the 
whole effort. That, I firmly believe, is the 
best type of salesmanship. 


Another idea we used had its basis in 
the gambling instinct which lies deep in 
every human being. We used two large 
hands, fingering large playing cards, over a 
section of table on which chips were dis- 
played. In the background was a roulette 
wheel. There were two large dice mounted 
atop an electric refrigerator, and a large ex- 
planatory display card. Over the whole hung 
a slogan, “Don’t Gamble With Health.” That 
window drew considerable attention from the 
public, and I do not believe anyone will 
doubt that every person who saw the win- 
dow got the idea that we wanted to sell 
electric refrigerators. 


The idea back of all indirect approach— 
if you care to hear the real psychology of 
the method—is that you make, or allow, your 
audience to do part of the work. You let 
them participate in the train of thought 
which leads fro mthe sea-gull to the electric 
fan. They are a part of the operation. By 
leading them through a very brief mental 
operation containing several “stops” or 
“points” you identify their own particular 
personal consciousness with your display in 
a way which can not be accomplished merely 
by tossing a single idea at them. 


The public; or anyone, is only interested 
in things in which he or she, directly or in- 
directly, vicariously or tangibly participates. 
In other words, to get away from the text- 
books, when you give them a string of ideas 
and direct their minds to the start of the 
string—you can rely on their following 
through (provided your display is soundly 
grounded in the public’s interest) and wind- 
ing up the article you want to bring to their 
attention. 

I will close with what I trust is a pardon- 
able presumption; I want to offer a piece 
of advice: Study people. Study what in- 
terests them. Take some topical point of 
interest and present it. Put the interest as 
the first stop in the chain of thought. Put 
the article for sale at the end of the line. 
And, if you have really grasped what in- 
terests the public—you won’t fail. Our job 
is to reach the public’s mind. And the only 
way to do it is to know what is in that mind, 
and then act accordingly. 
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J. W. Foley Joins Sears 
Publicity Staff 


The many displaymen who had occasion to 
become acquainted with J. W. Foley during 
his eighteen years’ association with the dis- 
play profession will be interested in the an- 
nouncement that he was recently appointed 
to the publicity department of Sears, Roe- 
buck & Co. with the specific duties of di- 
recting the preparation and circularization 
of display publicity. 

Since 1928 and until its recent reorganiza- 
tion, Foley was executive director of the 
International Association of Display Men 
and previous to that served as managing 
editor and editor of the DISPLAY WORLD 
and Merchants Record and Show Window, 
and also as sales and advertising manager 
for Bodine-Spanjer Company. In 1931 and 
again in 1932 he was chairman of the display 
division of the National Drug Survey com- 
mittee, receiving his appointment through 
the U. S. Department of Commerce, operat- 
ing in collaboration with the National Re- 
tail Druggists’ Association. He has been a 
regular contributor to display and merchan- 
dise publications and is the author of several 
texts and treatises on window and interior 
display. 

Incidentally, Foley was recently very sig- 
nally honored in another field of activity 
when “Jim Foley Night” was observed, and 
he was presented with a beautiful electric 
clock and other gifts. The occasion was his 
completion of three successive elective terms 
as grand knight of Marquette Council, K. of 
C. Eight Chicago judges participated in the 
event as well as many other leaders in busi- 
ness and professional life in the Chicago 
area, 





Tyrrell and Caulfield 


Join Stensgaard 


Bradley Tyrrell has resigned his position 
as sales manager of the Bradley Knitting 
Company to become affiliated with W. L. 
Stensgaard & Associates, Inc. His position 
will be that of a contact executive from the 
Chicago office of that organization. 

B. C. Caulfield, of wide retail merchan- 
dising experience in both the States and Eu- 
rope, has become a contact executive to serve 


- both manufacturers and _ retail interests 


diate ak Ae 


Salient 8 AES 
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throughout Pennsylvania, with headquarters 
in Philadelphia. 

O. S. McCorison, for the last six years in 
the sales department of B. Kuppenheimer 
Company, has also joined the Stensgaard 
organization. He will fill a vacancy in the 
Chicago office made through the transfer of 
J. R. Clemens to the New England territory. 

Hugh W. Rivers has also joined this or- 


) ganization as a sales representative. 


America’s leading stores used more than 
2,000 W. L. S. itinerant promotions during 
the month of April. This service is growing 
rapidly because of its practical value and 
assistance to America’s leading stores. The 
Stensgaard organization is now comprised 


| of more than seventy-five people. All the 
| executives have been selected from the ranks 


4 of successful retailers. Thus, in serving 
their manufacturing clientele, the planning 
» is always retail minded and, therefore, most 


j acceptable. 





DISPLAY WORLD. 19 





Fairy Form or Human Leg? 


Its your guess now! 





You're wrong because they're both FAIRY FORMS. But your keen study of 
this illustration should prove conclusively the perfection which has been achieved 
in these modeled hosiery forms. They display hosiery in the natural manner, 
bringing out all the qualities of the merchandise that make for sales. There are 
men's, women's and children's models. Order from your jobber or write direct 


for full information. 


SHOE 
FORM 


Co., Inc. 


AUBURN, 
N. Y. 


























ALCOA FOIL. 


PRODUCT OF ALUMINUM COMPANY OF AMERICA 





For Window and Store Display 


DECORATIVE ALUMINUM FOIL 


Paper Backed or Unbacked—Plain or Embossed— 
Silver or Colors—Rolls and Sheets 
Write for Sample Booklet and Prices 


METAL GOODS CORP., 2400 No. 10th St., St. Louis, Mo. 


1121 N. SAN JACINTO AVE., HOUSTON, TEXAS 




















« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Business With Licht 


There is an old axiom that light attracts 
business. Progressive merchants on_ the 
Pacific coast are at the present time taking 
advantage of this fact and with Luminous 
Structures are building in accordance with 
the modern trend in architecture, plus the 
intelligent use of attention-compelling light. 
These luminous structures and luminous 
store fronts are the logical result of present- 
day demands for greater sales appeal in the 
designing of retail stores. 

Realizing that light has a definite sales 
value,, the commercially wise architect of 
today is using light, not merely as an acces- 
sory but as an essential architectural ele- 
ment in the construction of his retail store 
or building. In doing this he is taking a 
leaf from the book of European architects, 
who, in response to the demands of their 
clients, are now giving their buildings 
actual sales appeal. 

It must be remembered that for centuries 
Europe has been a continent of shop-keepers. 
Many firms in Europe can trace their his- 
tory back to a time when America was still 
a land of wilderness. Conservative, and true 
to the traditions of their ancestors, these 
merchants still are progressive and open 
minded towards innovations in advertising 
and selling. Such outstanding retail stores 


By EDWARD G. NEALE 
Luminous Structures, Inc., 
Los Angeles, Calif. 


—The "Texaco" station illustrated at the 
top of this page is an actual installa- 
tion of “Luminous Structures, Inc." The 
use of light in the effective identifica- 
tion of ths particular business but indi- 
cates the latent possibilities of applying 
"Luminous" ideas to retail merchandis- 
ing. The method in which light is to be 
used is certainly optional; the power of 
light can not be questioned in its ability 
to attract— 


as Herzmansky and Grunfeld in Berlin have 
by means of luminous exteriors absolutely 
dominated their respective neighborhoods. 
Opel in Paris and Bata in Prague, Czecho- 
Slovakia, offer additional outstanding ex- 
amples of retail fronts which compel the 
attention and deliver a forceful sales mes- 
sage. 

Modern developments in lighting have 
been given a tremendous impetus by the 
work which has been done at Chicago Cen- 
tury of Progress exposition. Here, spec- 
tacular lighting has been carried far beyond 
anything attempted in Europe, and now, 
American merchants are availing themselves 
of the sales producing possibilities of light. 

In Southern California, Luminous Struc- 
tures, Incorporated, have just completed two 


outstanding installations which are _ illus- 
trated here. 

The Texaco gasoline station is a fine ex- 
ample of the possibilities of attracting trade 
through the use of this new medium. The 
replacement of an old type station by the 
new luminous structure has had an imme- 
ciate and pronounced effect. The first day 
the station was formally opened, the in- 
crease in business was seven times that of 
the average business during the preceding 
year with the old station. 

The Glen Thomas installation illustrated 
here has already proven its efficacy by com- 
pletely dominating the West Anaheim retail 
automobile district in Long Beach, Calif., 
where it is located. Its installation is so 
recent that a fair check on results is not 
possible as yet. However, it has proven its 
effectiveness in drawing prospective automo- 
bile buyers into the Glen Thomas sales- 
rooms. 

The fundamental principle involved in the 
commercial building of the future as con- 
trasted with that of the past, is that the 
building itself is now made the source of 
light instead of the recipient of incidental 
light. Light in this new type of construc- 
tion is no longer an added feature. In the 

[Continued on page 31] 
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Window displays bring them in 


—Counter Displays sell them! 


OTH window and counter dis- 

plays have their important 
roles to play in modern merchan- 
dising. For goods that must appeal 
to a customer’s sense of smell, taste 
or sight, however, the use of an 
inviting counter displayer or dis- 
penser is unrivaled as a sales win- 
ning device. 

To retain their effectiveness coun- 
ter displays must also retain their 
“newness”. That is one of the big 
advantages of Bakelite Materials 
for displayers. They may be kept 
on the counter indefinitely, may be 
refilled many times, without show- 
ing any wear and tear. A damp.cloth 
quickly removes finger marks and 
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restores their fresh new appearance. 

Bakelite Materials, both Molded 
and Laminated, are obtainable in 
black and in many colors. Both 
possess the advantages of strength, 
durability, permanent lustre and 
resistance to the action of moisture 
and most chemicals. Practical dis- 
players of unusual beauty are being 
made of these Bakelite Materials, 
and their possibilities have by no 
means been fully explored. 

We invite you to consult us about 
the use of Bakelite Materials in 
modern displayers, and also to write 
for copies of illustrated booklets 
35M “Bakelite Molded” and 35L 


“Bakelite Laminated”. 























BAKELITE CORPORATION 


BAK 


REGISTERED 


OF CANADA, LIMITED, 1638 








© 6 PAT. OFF. 


The registered trade marks shown above distingwish materials 
wenvtoctured by Bakelite Corporation. Under the is 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y........ 


Dutferin 


LITE 


43 East Ohio Street, Chicago, Ill. 


Street, Toronto, Ontario, Canada 


B numerical sign for infinity, or valimited quantity 1 symbolizes the infinity 
co number of present ond vivre vses of Bakelite 


products” 


THE MATERIAL OF A THOUSAND USES 
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Camels 


WAKE UP YOUR ENERGY ! 
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Publicity Program For 
W. A. |. Associates 

At the annual convention of the associates 
of Window Advertising, Inc., held at Chi- 
cago last month, it was decided to proceed 
with a publicity program which will bring 
te the attention of advertisers the strong 
position which this group occupies in the 
window installation field. This work will be 
carried on under the direction of the follow- 
ing publicity committee: S. J. Hanick, S. J. 
Hanick Company., Philadelphia, chairman; 
R. V. Wayne, Wayne Services, Detroit; S. R. 
Rileigh, Rileigh Window Display Service, 
Kingston, Pa.; Leo Kaplan, Dis-play-well, 
Inc., New York City; H. R. Kreitz, Western 
Display Service, St. Louis; Edw. J. Stefan, 
Stefan, Inc., Milwaukee, Wis. 

At the convention the following were 
elected to serve as the cooperative committee 
for the ensuing year: Sol Fisher, Fisher 
Display Service, Chicago, chairman; E. 
Preston Browder, Windo-Craft Display Serv- 
ice, Buffalo, secretary-treasurer; Walter G. 
Vosler, Cincinnati Display Service, Cincin- 
nati; Melvin H. Myers, Louisville Display 
Service, Louisville. 

Window Advertising, Inc., reports rapid 
progress in the completion of plans to estab- 
lish on a nation-wide basis its new plan of 
selling display installations on the basis that 
guarantees both location and circulation. 
This plan was announced for the first time 
at the convention and wiil mark a distinct 
cevelopment in the progress of window dis- 
play installation as a recognized advertis- 
ing medium. 

















Your value to the store—and your salary 
—depends on the business you can bring 
in with your displays. Therefore, any- 
thing that will help you create more pro- 
ductive dispiays is of vital interest 
to you. 


MORE PRODUCTIVE 
WINDOW DISPLAYS 


With the Cutawl you can make what you 
want when you need it. Every display 
can be made to apply directly to the 
merchandise being shown. You can have 
the rapid and varied changes in displays 
required by rapid shifts of fashion. Yet 
the cost will be lower than if ready made 
displays were used. Buy a Cutawl and 
get out of the rut. Get more money for 
yourself and more business for the store. 





Maharam Contacts Displaymen 
On Midwest Tour 

Jos. Maharam, Maharam Fabric Corp., 
New York City, made an extensive tour of 
the major cities in the Midwest following 
the Chicago I. A. D. M. convention, where his 
company had an attractive exhibit. Maharam 
reached Cincinnati on Monday, August 20, 
and attended the meeting of the Greater Cin- 
cinnati Display Club, a well-attended meei- 
ing which substantiated the renewed activity 
of displaymen everywhere. He contacted 
leading displaymen in all cities visited to 
learn first hand of display trends and display 
requirements with regard to decorative fab- 


VALUABLE NEW CATALOG 


Just off the press. Tells all about our new K9 Cutawl with 
its many revolutionary new features. Contains examples 
of the great variety of work possible with the Cutawl. 
IT'S FREE! 


INTERNATIONAL REGISTER CO. 


13 S. THROOP STREET : CHICAGO 





INTERNATIONAL REGISTER CO., 13 S. Throop Street, Chicago. 
































rics and related materials. Please send me copy of your new K? Catalog. 
Arinow Recovers From Name Address 
Severe Illness City State 








Wm. Arinow, display manager, Shillito’s, 
Cincinnati, and president of the Greater Cin- 
cinnati Display Club, has recovered from a 


severe illness that compelled hospital con- ag ou | a i y g Ss 
finement. Ag RO 
Ee, 























The Sign of Quality By 

—The artistic results that can be secured Chrome Metal Mouldings SOBBS FERRY.NY 
from the expert installation of advertising are in universal demand for 
displays is evident from the group of model a Roerg— | con ees, signs, a 
: . cards, etc., as well as for modernistic interior 
oe sir po oe ae. decoration. Ask for samples of our new types with 

age ; ; ‘ ‘ INVISIBLE FASTENERS 
the Fisher Display Service, Chicago, in the No nails show through to mar the finish when 
dummy show windows at the W. A. I. con- attached. This is a tremendous step ahead in 
vention last month, and were designed by pos ace. pag which every displayman will REDUCTION UNITS — f 
the trimmers themselves and not in accord - Sa 
with the advertisers’ own specifications. The Sienateeine ¢ Quality Mouldings for 20 Y 
diversity of treatment dispels the idea that 5 lcomen; Se ers Paitone aii — MERKLE -KORFF E 
all installations must have a common resem- Remsen: See. ee eee ee ee 713 N. MORGAN ST. CHICAGO. 





blance. The trimmers who installed these 
displays are to be congratulated upon the 


excellent results achieved— « « Please Mention DISPLAY WORLD When Writing Advertisers » » 
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OFF TO SCHOOL 


This presentation of “School” background 
displays suggests just what can be done in 
the way of effective advertisement and win- 
dow coordination. Most “School” advertise- 
ments are rather prosaic affairs, but most 
window displays of school merchandise run 
them a close second. At least the Amer- 
ican public is assured of first-hand “win- 


DISPLAY WORLD BACKGROUNDS 


dow” information of what all of the most 
important “School” pennants look like. Just 
how much longer must our school displays 
run to this exhibition of pennants? Perhaps 
the answer to that question is, until display 
budgets are increased, or, until newspaper 
advertisements of school openings are more 
original and impressive—and more adaptable 


for window display use. 

The Best & Co. advertisement, which in- 
spired the display shown here this month, is 
certainly a welcome departure from the com- 
monplace of most retail advertisements of 
this most important retail occasion. It would 
be impossible for us, or for anyone, to pre- 
sent the entire advertisement in one display. 
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—The drawing at 
the top of the 
opposite page 
shows the smart 
adaptation of 


the "Best' ad- 

vertisement illus- 

trated on_ this 
page— 





—The "Best" ad- 
vertisement from 
which the modern 
adaptation ap- 
pearing on the 
opposite page 
was conceived— 





On Wednesday, September 13, our Fifth Avenue 
Store will close at | o'clock so that our employees 
may march in the N. R. A. Parade 


| BEST & CO. 





FIFTH AVENOE AT 35th STREET. NEW YORK 


‘renee 
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OFF TO 


BOARDING 
SCHOOL? 


Daventens—Best’s has the “smooth™ clothes you like. 
Motnens— Best's can make the outfitting task easy for you. 


FITTING daughters ready for boarding school is one of the best things 
we do! Best's is official uniform headquarters for some of the most 
fantuus schools in the East and we are well acquainted with the needs and 
preferences of boarding school girls. Our *Sub-Deb Department, Sth floor, 
has every thing from berets to bathrobes and always manages to strike a nice 


balance between what daughter wants and what mother wants her to have 
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SUB-DEB FASHIONS 








The advertisement will be best presented for 
window display use if it employs four or 
even five windows. We suggest the division 
of the window into two definite units with 
one unit merchandising dresses and the other 
unit merchandising lingerie. The window 
presentation needn’t merchandise two such 
foreign lines of goods. The group of figures 
on the left can depict any of the other two 
groups of figures, with the merchandise sug- 
gested by the figures being displayed in the 
unit. 

The presentation of eight garments, with 
accessories, may be too much merchandise. 
If that is the case, and your window is small, 
confine the background to but one group of 
four figures, with the balance of the back- 
ground being devoted to smart copy. In the 
event that but four figures are reproduced on 
the background, the doorway would be 





placed at one end of the window, or would 
be placed in the exact center of the window 
with the copy on the background on the far 
side of the doorway, or at the far end of 
the background away from the figures. 

If the merchandise represented on the fig- 
ures and displayed in the window is sold— 
fine—just display additional garments. Your 
customers won’t care if the garments sug- 
gested by the figures, or advertisements, have 
been sold. You are interested, primarily, in 
suggesting the character of “School Fash- 
ions.” And, if time permits, you can always 
order additional garments. 

The figures can be painted flat on the win- 
dow background, or they can be cut-out. We 
suggest the cut-out method, because such fig- 
ures can be used to fine advantage in the 
interior of the store following window pres- 
entation. The window background should 
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be painted in neutral colors. We suggest 
tans, browns, buff, cream, brown, etc. If a 
“School Room” effect is to be secured, you 
will suggest a black board. If an exterior 
effect is to be secured, a scenic display of a 
campus will serve as a mighty effective back- 
ground. A suggestion of a room can be used 
for formal clothes. A suggestion of an 
athletic field will serve for a display of 
sport clothes. It isn’t necessary to build 
elaborate scenic displays; all you need is 
a suggestion. 





St. Louis Club Seeks 1935 
1. A. D. M. Convention 

The eleventh monthiy meeting of the St. 
Louis Display Men’s Club was held on Au- 
gust 6 at the Kingsway hotel. Dinner was 
served in the grill room, and immediately 
after the meeting was called to order by 
President G. R. Stocke. 

The July meeting had been dispensed in 
favor of smoker held at the Western Dis- 
play Service and headquarters of H. R. 
Kreitz, who invited the membership to use 
his private hall for the occasion. After read- 
ing of the minutes and hearing reports from 
the various committees, the coming conven- 
tion became the topic of the evening. 

Landau, of the St. Louis convention bu- 
reau, gave a brief talk on the advantages 
of an I. A. D. M. convention in St. Louis 
in 1935. He sold the membership on the 
idea and assured them that bureau would 
assist the club in every detail in making the 
convention here a success. He continued by 
assuring the club that most of the work and 
responsibilities would be taken care of by 
the bureau. However, some work will be 
necessary by the club members themselves 
as there are certain details that make it 
imperative that the members’ themselves 
qualify for these responsibilities. Motion 
was made by Peters that the St. Louis club 
devote its energy while in Chicago to have 
the 1935 I. A. D. M. convention in St. Louis. 
Motion was seconded by Eschman and ap- 
proved unanimously by the club at large. 

A committee of three was appointed by 
Stocker to be known hereafter as the con- 
vention committee—Syl Reiser, chairman; 
Eschman, A, Raining. Kreitz, better known 
as Clarence Darrow, was appointed general 
proxy for the convention. 

Final preparations were made for the con- 
vention tour and then the meeting closed. 

Committees as appointed by President G. 
R. Stocker: Executive committee, Kreitz, 
chairman, Shank, Iasche; program, Shank, 
chairman, McNair, Syl Reiser, Headon; 
membership, Ed Peters, Schrick, Hiffman; 
St. Louis on parade, Ed Peters, chairman, 
Otto Lasche, Armond Raining; convention 
committee, Syl Reiser, chairman, A. C. Rain- 
ing, Eschman.—Edw. S. Pluth, secretary. 
Schack Christmas Catalog 
Now Ready 

The Schack Artificial Flower Company, 
319 West Van Buren street, Chicago, has just 
announced the issuance of its 1934 Christ- 
mas Book of Decoratives. This interesting 
hooklet includes many new ideas in the holi- 
day spirit and should be of great value to 
all displaymen. A copy may be had upon 
request to the company. 
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Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 

Cincinnati, Ohio 











H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
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OUR PLATFORM 


1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 

and Merchant. 

Advancement of the Display Service Business. 

. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display’s Power in Merchan- 
dising. 


» 





6. Absolute Independence of Our Editorial 
Columns. 
Vol. XXV SEPTEMBER, 1934 No. 3 





The Thirty-seventh Annual 

The thirty-seventh annual convention of 
the International Association of Display Men 
is history, but it is the kind of history that 
makes for progress. 


A New Name 

Significant of the progressive spirit that 
prevailed was the decision to change the 
name of the association. A number of new 
names were proposed, among which were: 
Display Promotion Advertising Association, 
National Association of Display Advertising, 
National Display Advertising Association, 
Association of Display Advertising, National 
Council of Window Promotion. DISPLAY 
WORLD is indeed pleased to note the con- 
structive interest manifested in this most 
important question. It proves that display- 
men are considering their future and the 
future of display as something real and im- 
portant. And what could be more impor- 
tant for those associated with merchandise 
presentation than the organization of a 
strong identifying association? DISPLAY 


WORLD believes: 


The Name Should Be Changed 
Organized retail display in America is em- 
barking on its thirty-eighth year. The old 
title, International Association of Display 
Men has served its purpose. Before the 
organization of other strong display bodies 
in England and on the continent, the Inter- 
national Association of Display Men had 
reason to retain the word international. But 
with the organization of these other bodies 
of active displaymen, the American organiza- 
tion has lost the significance of the word 
international. The American organization 
isn’t international. Why pretend that we 
are? In Germany the association of retail 
displaymen is known of as the German Dis- 


DISPLAY WORLD 


play Managers Association. In England the 
display association is known of as the Na- 
tional Display Association. DISPLAY 
WORLD readers will note that neither asso- 
ciation attempts to be international in scope. 
It might also be well to note that both the 
German and the British associations have 
been able to accomplish constructive organi- 
zations during these years of depression. 
Our foreign display contemporaries have 
seemed to get something out of display that 
we Americans have missed—perhaps it is the 
something that they have put into their 
organizations that has made it possible for 
them to function constructively while we 
have been in a state of unrest. Perhaps one 
reason for the success of foreign display or- 
ganizations is their elimination of: 


The Word Art 


Retail window display, whether it is of 
national or local importance, whether it con- 
cerns the installation or retail business, is a 
fundamentally sound business. It is the busi- 
ness of selling merchandise through the me- 
dium of constructive display. And while 
“art” may comprise the effectiveness of many 
presentations, it isn’t the art of the indi- 
vidual display or the “art” of the individual 
displayman that makes for the constructive 
development of successful display merchan- 
dising. It would be a poor profession if we 
were to depend upon artistry for effective- 
ness of presentation. It would also be a 
mighty poor profession if we were to elimi- 
nate all phases of art in our attempt to 
produce effective displays. The “art” of 
the display is of intrinsic worth when de- 
veloped to yield the most effective presen- 
tation of product. 
that most American displays in the past have 
had a severe case of over-artisticness, and 
that their ability to present the product most 
effectively has been hampered by unneces- 
sary decoration. 

Window display is a profession; window 
display is a serious business. Let’s make it 
2 fundamentally sound method of merchan- 
dise presentation with just enough “art” to 
constructively present the product. Let’s 
keep the background of display fundamen- 
tally simple whereby every line of goods 
can be shown effectively with but several 
minor changes—the effectiveness of the ad- 
vertisement is due in a large measure to the 
perfectly plain piece of paper which forms 
the background for every presentation; the 
paper, in but mighty few instances, is col- 
ered or decorated. The “art” of the adver- 
tisement is dependent upon the artisticness 
of the layout and the method in which the 
“story” is told. 


Let's Speak of Display 

It was a welcome change to note “The 
Wednesday morning session opened with 
demonstrations of men’s wear displays, con- 
sisting of two displays, one by Ben West, 
Oak Hall Clothing Company, Memphis, and 
the other by Edward Urbans, Bremer’s, Iowa 
City. Both men described their displays and 
answered questions from the floor.” This 
business of talking about displays, of telling 
buyers, department heads, advertising and 
merchandising men just what the individual 
display will represent and what it will do 
is an art that American display must culti- 


It might well be saidg 
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vate. The advertising man, the merchandis- 
ing man, the store buyers talk with convic- 
tion of advertising, merchandising and mer- 
chandise; displaymen must talk with convic- 
tion of display. The displayman of tomorrow 
will be a man versed in the knowledge of 
constructive display. He will know what 
window display can do for any product; he 
will know how to achieve every effect for 
the proper display of goods at the “point of 
sale;” he will be able to present display’s 
every case, whether his presentations be a 
question of effective display of goods, oral 
presentation of promotion at a merchandise 
meeting or instructive presentation of dis- 
play fundamentals. 


Displaymen of Tomorrow 


It must be accepted that American displays 
are demanding a new viewpoint. The dis- 
plays of yesterday have failed in their ability 
to mould a strong association—and when we 
speak of the failure of display, we nat- 
urally mean the failure of those individuals 
in whose hands the destiny of display had 
been placed. The displaymen of tomorrow 
have refused to accept the display of yester- 
day as appropriate or practical for the con- 
structive job of display merchandising. 
Since these new displaymen have been forced 
te play their own hands, they have proceeded 
with the conviction that old methods of mer- 
chandise presentation were not appropriate 
for modern display. These men look at dis- 
play’s horizon through the eyes of simplified 
presentation of product, and these men will 
achieve their ends because they are sincere 
in their belief of display. These men have 
the courage of their convictions, and these 
men will effect and perfect a practical work- 
ing organization of not only their own indi- 
vidual display jobs but of their national as- 
sociation. These men will work for the good 
of display because these men, though of a 
new generation, believe in the old adage 
“In Union There Is Strength.” 


Do You Keep Your 
Windows Open? 

It is interesting to note how many “big- 
city” stores have made it a practice of clos- 
ing all window displays after store hours, 
and keeping them closed on Sunday. We 
would use many more fingers than we pos- 
sess if we were to start counting the stores 
that still observe this practice, but our in- 
terest lies in observing the increasing num- 
ber of stores that are gradually working 
away from this antiquated practice. Per- 
haps the stores in question have decided 
that potential customers do “shop” after 
store hours, and that valuable “salesmen” 
were working with eyes closed at a time 
when many sales could be made if the sales- 
men were awake. 

It has only been these last few months that 
several of Chicago’s larger stores—notably 
Carson Pirie Scott and Marshall Field & Co. 
—have decided against the practice of keep- 
ing windows closed. Perhaps the tremen- 
dous World’s Fair crowds may have had 
something to do with their decision, but we 
believe both stores have come to the realiza- 
tion that Sunday use of window displays, 
like Sunday use of newspaper advertising, 
is not criminal. We also believe they have 
come to appreciate that by keeping win- 
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dows closed just on Sunday that the value 
of window displays are depreciated by at 
least one-seventieth of their potentialities 
each week, or by at least 10 to 15 per cent 
for the year. (This certainly becomes a 
substantial amount of waste effort for a 
store of consequence. ) 


Fall Opening Event To 
Be Staged In Morning 

It may be mid-summer to you, but it’s 
coming on fall for the retail merchants who 
have styles and goods and business to think 
about. So the retail merchants’ committee 
of the chamber of commerce, Portland, Ore., 
fixed September 6, 7 and 8 as dates of the 
annual fall opening, sponsored by the com- 
mittee as one of Portland’s two outstanding 
fall style events. (September 1 is marked as 
“Felt Hat Week.”) 

As an innovation this fall the opening will 
be a morning event, set for 11 o’clock, in 
stead of at 8 o’clock at night as in the past. 
There was naturally some difference of opin- 
ion as to whether a night opening or a morn- 
ing opening would be more effective, but 
all agreed to experiment, at least, this fall 
and see how the forenoon event works out. 
DISPLAY WORLD readers will be inter- 
ested in learning of the success of the morn- 
ing event, and you will be informed just as 
soon as possible. 





Fifth Avenue Association Appeals 
For Better Windows 


Estimating that there are more than 400 
ground and second-floor stores and shops, 
representing 100 different kinds of business 
and industry, on Fifth avenue between 
Thirty-fourth and Fifty-ninth streets, New 
York, William J. Pedrick, president of the 
Fifth Avenue Association, told the design 
and display section of the Fashion Group 
at Hotel Montclair last month that 5 per 
cent of their windows are in such bad taste 
that they “do not belong on the avenue.” 

“A much larger percentage,” Capt. Pedrick 
added, “have fallen behind the times, are 
outmoded, and in some instances have ap- 
proached the danger line of the objectionable 
stores. 

“The 5 per cent, however, have defied 
every appeal and every effort of ours to 
raise their standards. If they are to be tol- 
erated by landlords, property owners, rent- 
ing agents and others, it will be at the great 
expense of the vast majority of our stores, 
and, in time, at the expense of the perma- 
nence and stability of Fifth avenue itself.” 





Blue Eagle Applications 
Sent Installers 

The latter part of August the postoffice 
department began the distribution of appli- 
cation cards for the code Blue Eagle to all 
members of the service trades whose codes 
were drastically revised by the suspension 
of the trade practice sections, among which 
was the advertising display installation trade. 

The labor provisions of these codes, in- 
cluding maximum hours and minimum wage 
standards, the ban on child labor and the 
collective bargaining guarantees are still 
binding. 

Two cards were delivered, one being a 
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formal application for an official placard 
reproducing the labor provisions of the code 
which an executive order requires to be 
conspicuously posted in every establishment. 
The other card is an application for the code 
Blue Eagle, display of which, it is emphasized 
in the administrator’s letter to employers, 
“will be evidence of your compliance with 
-the labor provisions of the code and with 
such trade practices as may be agreed upon 
locally by members of the trade after ap- 
proval by NRA. 

Any installer not having received these 
cards may secure same upon application to 
his local postmaster. 





Demonstration of Celotex 
At Spokane Club 

A very successful meeting of the Spokane 
Displaymen’s Association was held in the 
Donkey room of the Coeur D’ Alene hotel, 
August 9, with an attendance of forty-two. 
After the transaction of business, Ray Her- 
irg, Crescent Department Store, gave an in- 
teresting talk on eastern and _ western 
displays. Hering had just concluded a six- 
weeks’ trip that took him from the Pacific 
coast to the Atlantic seaboard. The new 
vogue of indirect and subdued lighting was 
ene of the main topics as was also the praise 
given to some of our eastern and western 
displaymen for the originality and wonder- 
ful selling windows. 

A most instructive feature was the demon- 
stration by J. B. Lyall, representative of the 
Celotex Company, on the use of wallboard. 
He showed thirty-two different types of this 
material used for display purposes, and ex- 
plained the various stages in building and 
treatment. This proved of special interest 
to the majority of those present and the in- 
formation wil! be helpful in the construction 
of their fall backgrounds. 

Another highlight of the meeting was the 
round-table discussion on why all display- 
men should join the Pacific Coast Associa- 
tion of Display Men and attend its conven- 
tion. The consensus of opinion was that all 
displaymen could gain much at the conven- 
tion and many of those present pledged 
attendance. So interesting was the meeting 
and so rapidly did the time pass that it was 
past midnight before adjournment.—John R. 
de Jung, secretary-treasurer. 





Royer Appointed Display Director 
For Green Shoe Stores 


F. H. Royer has been appointed display 
director for the chain of 250 stores operated 
by H. L. Green, Inc., with headquarters at 
906 Broadway, New York, which will also 
give him supervision of all of their window 
displays, preparation of showcards and man- 
agement of their extensive silk screen de- 
partment. 





Owen Appointed Display 
Head For Pugh's 


Earle B. Owen has assumed the position 
of advertising and display manager for the 
N. W. Pugh Company, Roanoke, Va. This 
places all advertising and publicity activi- 
ties under one executive and should lead to 
a better coordination of all such activities. 
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Kling-Tite 
weighs only 


Kling-Tite «ses 
only genuine 
Kiing-Tite sta- 
ples, in 1/4” or 
ye lengths, 140 staples per strip. 


For Display Work 


SPEED up your display work! Do neater 
jobs! Eliminate tack splitting and 
wastage. Use Kling-Tite, the automatic 
ONE-HAND Tacker. Leaves one hand 
free. Holds strip of 140 staples. 

Drives staples fast as you grip handle. 
Under perfect control for accurate driv- 
ing. Fits into corners or close quarters. 
Twice as fast as hammer and tacks. 
Widely used. The modern way to put 
in displays, backgrounds, tack on mer- 
chandise, make panels, etc. 


Ask for Special Folder 
on Kling-Tite 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave., CHICAGO, ILL. 








|MAKE A START 


FOR 1934 


After the adjustments of the past year or 
two, there is a very definite interest among 
individuals and businesses to make a new 
start and to build for a future. 


Now is the time for you to fight a battle for 
work and for better pay. This can best be 
done in your case by starting now to make 
yourself proficient in the work you undertake 
to do. 


We Solve Your Problem With 
Our New Home Study Course 


Because you can pay in small installments 
worked out to meet your financial condition. 
Write us fully about your ambitions and pres- 
ent conditions and we will try to help you be 
prepared for better times when they arrive. 


The Koester Sehooi 


Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 
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DIE-CUT FELT LETTERS 
6 Styles—18 Sizes—8 Colors 
DIE-CUT CORK LETTERS 
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Interchangeable Felt Letter Show Cards 
New Circulars on Request 


Chicago, Ill. 
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A SURVEY OF DISPLAY 


la. How far in advance are window dis- 
plays planned? 

Window displays, excepting the long- 
distance, outstanding framework planning 
(four to six weeks ahead) are planned from 
week to week. Windows reinforce the more 
important newspaper smashes, and introduce 
the new things first, whenever possible. 
Windows are changed twice each week on 
the main entrance side, and weekly on the 
side streets. 


lb. Interior? 

Interior first floor case displays, and the 
eight interior first floor windows are changed 
bi-weekly. The first floor case displays are 
planned along a color, line or design idea 
by the First Floor Salespeoples’ Display 
committee which introduces new things from 
all accessories departments to the other first 
floor departments. 

KOO Ok 


lc. How often changed? 

Other interior displays, including the bill- 
beards, are changed monthly unless they are 
needed to reinforce an important store-wide 
event. 

cS * * 

ld. How long does it take to change a 
window after a sudden change is determined 
upon? 

The display department is trained to re- 
spect the idea of presenting the new thing 
first. “Three hours from marking-room to 
window,” to beat the street, is the slogan 
upon which they work. Every window plan 
is highly flexible; if something new arrives 
in stock that should be shown first. 

Weekly fashion meetings occur each Sat- 
urday afternoon for the display staff. The 
meeting discusses the complete window plan 
for the coming week, and fashion informa- 
tion of importance. 

* ok * 


2a. How and by whom are themes for 
window displays on advertised merchandise 
decided? 

These decisions are made by the pro- 
motion office. Assistance in making up these 
lists of items comes from the promotional 
planning meetings that take place each week. 
The promotion office’s responsibility is to 
check stocks and marking-room for new ar- 
rivals in merchandise at all times; the re- 
sulting window plan is always a matter of 
choosing candidates for each window space 
from a number of merchandise groups. The 
promotion office is the clearing house for all 
fashion information and item information 


about what is being advertised all over the 
country; the checking of stocks and items 
in transit fits in admirably with the plan- 
ning of window subjects. 
newspaper space, stress: 
a. The interesting price (again with line, 


Windows, like 


By LOIS B. HUNTER 
Sales Promotion Manager, Wanamaker's, 


New York City 


Editor's note: The detailed survey of 
an average department store's opera- 
tion of their display department is of- 
fered in the hope that store managers 
and displaymen will find its value in 
cross-checking their own operation. This 
material will be part of a book to be 
calied “Economics of Merchandising. 
DISPLAY WORLD acknowledges the 
courtesy of Women's Wear Daily in our 
reprint of this splendid and authorita- 
tive material 


color, design or use story emphasized along 
with price). 
b. The new. 
c. The reorder. 
* ok x 


2b. Who selects merchandise to go into 
the windows? 

Windows, as carefully planned in detail as 
ours are, remove this problem from the usual 
important position in most stores’ thoughts. 
The major theme, with its major merchan- 
dise, is already carefully mapped for the 
display manager, and the window card story 
is already written. (This is so carefully 
done that the training department uses the 
window plan and its storied backgrounds for 
fashion bulletins that are handed to sales- 
people at the weekly group meetings for 
merchandise information.) 

Accessories for these major window 
themes are selected by the one woman at- 
tached to the display manager’s office. These 
choices are checked constantly, as are such 
matters as the hours at which windows are 
opened to the public after each change, by a 
member of the staff of the promotion office. 

x * x 


3a. Do you back up all important adver- 
tisements by window displays, including 
sales? 

We believe that any merchandise impor- 
tant enough to be given real prominence in 
Lewspaper space deserves window displays 
to back it up. Just because of the sale or 
price element, the merchandise has not lost 
its other news (or fashion-appeal) value. 
Our windows are considered by us to be the 
headlines that catch the highspots of the 
week’s news in the store. 

oe ee 


3b. Do you use prices in windows? 

We place smal! price-tickets on the acces- 
sories as well as upon the major items shown 
in our windows. 

* * x 

3c. Are all advertisements always backed 
up by departmental displays? : 

Always. The comparison office’s first re- 
sponsibility each morning is to check depart- 
mental displays of advertised goods to see 
that the display is important enough to catch 


the customer’s eye immediately upon her en- 
trance into the department, and to see that 
its card tells the story properly. Department 
managers know that this check occurs as a 
routine matter. 


ee ee 


4a. What system do you have, if any, for 
checking results of major window and inte- 
rior displays, and for changing those that 
are not attracting interest? 

Buyers are required to report window re- 
sults on the same form that carries their 
summary of sales of items from the news- 
paper copy bearing the same item. 

Since we change the entrance avenue’s 
windows twice each week, we see no reason 
for disrupting a window because it has not 
pulled the first day or second day. When- 
ever something new breaks in the marking 
room, then windows are checked with each 
buyer by telephone to see which one could 
be changed with least hardship. 


* 2k * 


4b. Do you continue or repeat displays 
that pull? 

If enough merchandise remains in stock 
to continue the window display, after its 
three or four days on the avenue side, it is 
moved to one of the side streets as soon as 
it can be fitted in the plan’s waiting list of 
items. In most cases, however, if the win- 
dow pulled well, it is necessary to discon- 
tinue further window displays until reorders 
can reach stocks. 


a ee: 


5a. Is new merchandise placed on display 
with selling sign as soon as it reaches its 
department ? 

5b. What is your method of handling this ? 

5c. How long after the requisition are 
table cards delivered to the departments ? 

New merchandise is placed on display with 
selling cards as soon as it reaches its depart- 
ment. The First Floor Salespeople’s’ Dis- 
play committee plans the first floor stories, 
assisted by the sign-writing representative 
from the promotion office. In all other de- 
partments, with the exception of the base- 
ment, this same sign-writing representative 
is known to be at the service of every buyer 
for this purpose. Requisitions for sign cards 
are filled within an hour, if considered “emer- 
gency.” (This decision rests with the sign- 
writing representative of the promotion of- 
fice and with the display manager.) Other 
sign requisitions are honored within one-half 
day’s time. 


* 2k * 


6a. Are separate people assigned to both 
windows and interior, or do the same dis- 
playmen handle both? 

The same display people handle both win- 
cows and interior displays. The various 
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floors of the store are divided among the 
members of the display staff, so that each 
group of two men has its certain floor’s re- 
sponsibility. This assignment of floor space 
is made by the display manager and plans 
are made for shifts every three months, so 
each display staff member has the opportun- 
ity to work with all kinds of merchandise. 


* ok * 


6b. Do displaymen take care of all inte- 
rior cases, or does personnel in each depart- 
ment attend to own displays? 

Displaymen take care of all interior cases 
twice each month. Dispiays between these 
dates can be and are shifted at any time the 
personnel in the department deems it wise, 
particularly in order to emphasize something 
new. 


* * x 


7a. Do you use signs in all interior cases, 
as well as in the windows and on counters? 

7b. Who words them? 

We use our “Page from Our Fashion Re- 
porter” signs, with fashion stories and the 
price, wherever we deem the fashion news to 
merit this special attention. Other smaller 
cards carry a three or four-word story as 
well as the price. The price cards are an- 
other matter, and are ordered by the assist- 
ant buyer or the buyer. All cards containing 
a fashion message are written by the repre- 
sentative from the promotion office. 


* * * 


7c. Are they done by hand or machine? 

7d. If the latter, what kind? 

We use the hand-done method. With our 
big billboard ledge signs and our heroic- 
sized window backgrounds, a machine could 
not help us; we should have to maintain 
man-power instead of machine in any case. 


, * 


7e. How many new signs do you average 
each day? 
We average 250 new signs each day. 


ee ae 


8a. Do your window displays emphasize 
high-priced, medium or low-priced merchan- 
dise? 

We endeavor to maintain a balanced diet 
of all prices, ranging from high to low. In 
three weeks, we range from women’s silk 
stocks at 50 cents a pair, to a magnificent 
Oriental rug valued at more than $4,000. 


ee ee 


8b. How does this merchandise compare 
with your best-selling prices? 

Since all large advertised features are re- 
inforced with window space, and since these 
features are planned within the reaches of 
the best-selling price-line families, our win- 
dow plans, in general, support these best- 
selling prices. 

Mn ee 


9. Are interior displays of promotional 
merchandise paralleled with unadvertised 
higher-priced merchandise? 

Unadvertised higher-priced merchandise is 
always given a chance to be seen and heard; 
no particular effort is made to parallel these 
displays with those of promotional merchan- 
dise. This better merchandise is our oppor- 
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Write for this book for valuable in- 
formation on Parades and Floats. 


It's FREE. 
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Complete Plan 


Send for free copy at once so 
you can plan your Christmas 
showings early. 
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tunity to develop more regular business; we 
watch these displays carefully and con- 
stantly. 

x *  * 


10. What is the display policy with respect 
to competitors’ advertising and window dis- 
play? 

It is our display policy to check competi- 
tors’ advertising and window displays con- 
stantly so that competitors can be matched 
or beaten in every selling idea presented. 
Whatever competitors do that is good, we 
aim to do it better. If competitors display 
merchandise that is not represented in our 
own plan for that week, and that merchan- 
dise pulls, we shift our own displays with 
all rapidity. We do not object to copying 
anything we think is good. 





Rogers Peet Company 
Show Shoe Styling 


A century of progress in shoe styling is on 
display in Rogers Peet Company’s windows 
at Fifth avenue and 4lst street. Replicas of 
the styles worn in 1822, 1842, 1862, 1882, 1902 
and 1906 are shown with cards tying up the 
style with the atmosphere of that year, or 
some specific event. 

For 1822, when the Battery was the fash- 
ionable promenade, the modified colonial ox- 
ford with silver buckle and wide flair leather 
tongue. 1842—the shoe laced up to the ankle, 
which was worn when running water from 
the reservoir where the Public Library now 
stands, was first introduced to the general 
population of New York. 

1862—the style worn by the dandies who 
participated in the Civil War draft riots on 
Forty-second street. 1882—the shoe that was 
fashionable when Madison square was the 
center of New York’s social life. 1902—the 
extremely narrow-toe high shoe worn by the 
man-about-town, watching the exercises at 
the laying of the cornerstone for the new 


Public Library, Forty-second street and Fifth 
avenue. 

1906—the half shoe, buttoned, bull-dog toe, 
worn with peg-topped trousers and “choker” 
collars. The 1934 display contains a range 
of street and sport shoes, featuring Rogers 
Peet’s briar-proof buck for country wear; 
dry-grip oxford for golf, and the courtdeck 
for wear either on the yacht on the tennis 
court. 





Hamburger Is Guest of 
Des Moines Club 


The Des Moines Association of Display- 
men held its regular monthly meeting at 
the Savory hotel, September 4. Twenty-five 
members were present. 

After the regular Business was disposed 
of, Fred Schoonover, of the Utica Clothing 
Company, presented plans for the annual 
club picnic to be held on the afternoon and 
evening of September 15. The program will 
consist of a ball game, races, tug-o’-war and 
treasure hunt. Displaymen from surround- 
ing towns will be invited to attend. 

Moie Hamburger, a former member of the 
Des Moines club who is now located at Mar- 
shalltown, Iowa, was a guest at the meeting, 
and gave a detailed account of the window 
which won him first prize in a national con- 
test. The prize is a seventeen-day ocean 
cruise, presented by a fruit exchange. Eu- 
gene Therkelsen, a member of the club, re- 
cently won first prize in a nation-wide con- 
test sponsored by the Grunow Electric 
Refrigerator manufacturers. He was present 
at the meeting and explained in detail the 
prize-winning display. 

E. Falk, a prominent commercial photog- 
rapher, addressed the group on proper light- 
ing and coloring to gain the best results in 
photographing display windows. His talk 
was invaluable to all present and was en- 
thusiastically received—A. R. Blyler, secre- 
tary. 
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phanie isn’t new. 
aren't new either. 


use. Steady demand shows satisfaction. 


11 East 14th Street - 


OLD PRODUCT THAT IS GOOD IS NEWEST 
YOU CAN USE— 


When you get right down tc cases there isn’t anything new under the sun. 
It’s an old product with years of satisfactory service. 


Windew- 
Valances 


Windowphanie valances are comparatively new, but just an old product put to a new 
That’s easy to understand. Windowphanie 
is easy to apply, durable, attractive, economical, becomes part of the window—a 
blending that centres light on goods displayed. Right now is the time to write. 


W. D. MALZ 


New York, N. Y. 





POSITION WANTED 
Combination window trimmer, cardwriter and 
advertising man desires position where he can 
prove his ability. Experience in crepe paper 
displays. Age 22. Will go anywhere. 
ROBERT EVERSMAN 
New Knoxville, Ohio 








POSITION WANTED 


Window trimmer and cardwriter; 12 years’ ex- 
perience in display work. Have been employed 
by leading stores in the Middle West. Prefer 
popular priced department store or specialty 
shop. Can furnish the best of references. 

BOX “F. V. B.” 


Care DISPLAY WORLD 








POSITION WANTED 


Young man desires position as displayman; 12 
years’ experience in the display field. Capable 
cardwriter, experienced in large sign work, 
knowledge of commercial art and photo-coloring. 
References. 
BOX “C. W. B.” 
Care DISPLAY WORLD 


POSITION WANTED 
As display manager; 34 years of age; college 
education; graduate New York School of Dis- 
play. Executive ability; experience in layouts; 
create and construct my own backgrounds and 
interior displays. Address 
ALEXANDER A. GATTO 
139 254 Street Rosedale, L. I. 


POSITION WANTED 
Display and advertising manager; 12 years’ ex- 
perience in department and chain stores; age 32; 
capable of handling all lines of merchandise. 
Best references; available at once. 
J. W. FORBES 
534 S. Denver Ave. Kansas City, Mo. 








POSITION WANTED 


Young man, 22 years of age, wishes position 
as assistant window trimmer. Single, with 
ambition to advance. Will study hard to prove 
successful. 


GEORGE MUELLER 


197 Grove St. Brooklyn, N. Y. 








FOR SALE—WALTERS’ FIT-RITE AND STA- 
ON WINDOW SOCK FOR DECORATORS. 
Made of heavy fleece-lined Jersey cloth, 55c 
pair. $3.25 half dozen, $5.25 dozen, postpaid. An 
elastic tape band is sewed in the top. Patented 
May 20, 1924. Fits over any shoe. Order by 
size shoes worn. 
J. M. WALTERS, Mfr. 

220 Seuth Benton Way Los Angeles, Calif. 








POSITION WANTED 
T can make a valuable addition to your display 
staff; 3% years’ experience with silk screen 
process; 4 years show card and sign work; 
3 year window trimming. Steady and indus- 
trious. 

CHAS. NICHOLLS, JR. 
123014 13th Ave. Rock Island, IIl. 














A Personal’ Convention Appeal 
To Pacific Displaymen 

Won't you go right now and tell your 
chief that you are dated up—September 23, 
24 and 25?. Show him the high points of an 
exceptionally fine program listed below and 
he’ll surely say, “Go west (or south or north 
as the case may be), young man, go west— 
blessings upon thee.” And _ perhaps he'll 
even slip you a fiver in appreciation of your 
interest in a “good thing.” If your em- 
ployer really values the good work that the 
Pacific Coast Association has accomplished 
towards betterment of displays, he will en- 
courage his display department to attend this 
year’s convention at Tacoma, Winthrop hotel, 
September 23, 24 and 25. 

Frankly, Mr. Displayman, have you ever 
considered the good influence, the cumulative 
effect that the past ten Pacific coast display 
conventions have had on display? There is 
no doubt that these display conferences have 
stimulated the display craft to better efforts 
and better displays. As one display conven- 
tion-goer said the other day, “Those who 
attend these yearly display gatherings have 
come to recognize them as milestones on the 
road to progress.” Well said, indeed! This 
man and many others know that as a result 
of these annual display institutes a higher 
estimate of display’s importance in the field 
of advertising and selling has resulted. And 
that accounts for an increasing belief in 
the minds of merchandisers that “Better Dis- 
plays mean Better Business.” 


Here is what is being prepared for you at 
Tacoma by Phil Sangster and his committee 
—just a few highlights of a program, which 
should place the eleventh annual convention 
among the top of Pacific coast displaymen’s 
conventions—follow : 


You certainly won’t want to miss—Bert H. 
Smyser’s talk on “The Century of Progress 
as a Displayman Sees It.” Smyser, as you 
know, was supervisor and installer of the 
Washington state exhibit. 


You'll add considerably to your knowledge 
with—“The Value of Display to Merchan- 
dising,” by Everett T. Smith, manager of 
Rhodes Bros., Tacoma; “The Future of Dis- 
playmen,” by Herbert F. Smith, manager of 
Sears, Roebuck & Co., Seattle, and “Co- 
operation of Window Display and Advertis- 
ing,” by F. J. LePenske, executive, Fisher 
Company, Tacoma. 


Then you'll be interested in hearing— 
“What Has Happened to Display,” by Wil- 
liam Scharninghausen, display director, Bon 
Marche, Seattle, and “Modern Selling Ideas 
For Your Displays,” by Jack T. Chord, edi- 
tor of DISPLAY WORLD, Cincinnati, Ohio. 


And you'll surely be intrigued with— 
“Forty Years of Display,” in stereoptical, 
showing evolution of display by the dean of 
displaymen, Charles T. Boyd of Seattle. 

Also here’s something worth your while— 
“New Ideas in Process Sign Work,” by Jack 
Soderberg, Display and Poster Company, 
Seattle, and “How to Write Modern Show 


Cards,” by Ed J. Jedlick, Jedlick Sign Com- 
pany, Tacoma. 

Of course, no one would possibly pass up— 
Lighting demonstration and talk by W. K. 
Turner, lighting engineer, Seattle, and dem- 
onstrations of modern draping, by Howard 
Bacon, The Fisher Company, Tacoma; com- 
edy skit, by L. J. Bell, advertising manager 
of Peoples Store, Tacoma. 

Ard last, but not least—There will be the 
photographic exhibit, representing some of 
the best display ideas—and a round table 
chuckful of interest. 


And as to entertainment—Hear ye, hear 
ye! Be on hand Sunday for the big dinner 
and dance on the roof garden of the Win- 
throp hotel—Monday noon, joint luncheon 
with the Tacoma Advertising Club and 
Tacoma Retail Merchants—Monday evening, 
a theatre party—and a group “Ballyhoo” 
breakfast, Tuesday. 


Sure! Bring your lady—the women’s aux- 
iliary is preparing an interesting time for 
the wives. ‘ 

With so many good things awaiting you, 
it would certainly be very inconsiderate of 
you to pass up this year’s fine opportunity. 
In other words, this convention is a chal- 
lenge. Will you meet it? Won’t you show 
your interest in a profession which affords 
you a livelihood? Please don’t forget—you 


must prove your interest, loyalty and belief 
in your craft, for only in this way can dis- 
play move steadily forward. 
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BUILDING BUILDINGS AND BUSI- 

NESS WITH LIGHT 
| Continued from page 20] 
past the building has been designed accord- 
ing to certain architectural formulas, usually 
with its daytime appearance in mind. After 
completion, in some cases attempts have been 
made to light the building at night. The 
result has been a beautiful classic structure 
in the daytime, but at night, what with the 
non-reflecting materials fading from view, 
the splotches of light coming through win- 
dows or where floodlights are in operation, 
a decidedly hodge-podge effect has been cre- 
ated. It is possible to build just as beauti- 
fully for daytime appearance, and at the 
same time incorporate light for a_ selling 
effect at night, as it is to neglect the night- 
time value of a location. A building should 
be selling twenty-four hours a day to prop- 
erly do its job. 

Many of America’s largest corporations 
spend millions of dollars every year in elec- 
trical spectacular advertising. On Broad- 
way in New York, Michigan avenue in Chi- 
cago, and Wilshire boulevard in Los An- 
geles, these huge spectaculars nightly tell 
the story of the shrewdest advertisers in 
America. How much more valuable is this 
advertising when it is being done at the 
actual point of sale. Here, the buyer, seller 
and product are all together and ready for 
business. Here is where the Luminous 
Structure is doing its biggest selling job. 





George A. Smith Joins 
Stensgaard Organization 


The latest addition to the constantly ex- 
panding staff of W. L. Stensgaard & Asso- 
ciates, Inc., Chicago, is George A. Smith, 
long prominent in the display industry. 
Smith has to his credit some of the most 
effective display work produced in this coun- 
try and may be considered among the most 
important pioneers of present dramatic dis- 
play technique. Fifteen years of display work 
in department stores serve as the background 
tor his most recent accomplishments. He left 
the retail field to accept the equipment edi- 
torship of the Drygoodsman. The Econo- 
mist Training School of New York City 
next sought him cut for a position as men’s 
wear display instructor. 

Over twenty years ago Smith opened his 
own display studio. Among his many na- 
tionally famous clients was the United States 
Rubber Company, for whom he served as 
display director for more than fourteen 
years. During this period he developed and 
produced the well-known United States Rub- 
ber spectaculars that attracted so much at- 
tention. He comes to the Stensgaard organi- 
zation from Jenter Exhibits, Inc., New York, 
where he served as sales manager. Smith 
will represent the Stensgaard organization 
in the sales division from the New York 
office. 





Cincinnati Club Hears 
Convention Report 

A large and enthusiastic meeting of the 
Greater Cincinnati Display Club was held at 
the Hotel Gibson, August 20, with the largest 
attendance of the year. Although the club 
was represented at the Chicago I. A. D. M. 


DISPLAY WORLD 


—Another actual in- 
stallation of “Lumi- 
nous Structures, Inc.” 
is shown in the Glenn 
E. Thomas Company 
entrance. Need the 
use of modern illum- 
ination be confined 
to transportation? 
Complete coordina- 
tion of store en- 
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trance, window front- 
age and building 
design might well be 
next in America's 
identification of re- 
tail merchandising— 


convention with a delegation of twelve, the 
balance of the membership was intent on 
getting a first-hand report of the convention, 
which was made in detail by Nathan Silver- 
blatt, DISPLAY WORLD. In the discus- 
sion which followed, it was voted to give the 
national association unlimited support in 
carrying out its expansion program. One of 
the club’s members, Howard Williams, had 
been elected vice-president of the I. A. D. M., 
and he was signally honored by his fellow 
members. S. Joseph Youtcheff, as chairman 
of the Cincinnati delegation, and who so ably 
represented the Cincinnati displaymen, was 
also voted the thanks of the club. 

The club decided to carry out more inten- 
sively its educational program and from the 
spirit of the meeting an even more successful 
future lies ahead for the club. C. B. Clark, 
who had recently come to Cincinnati as dis- 
play manager for the H. & S. Pogue Com- 


pany, was present and was given a rousing 


welcome. 





Window Smashing In 
Cleveland, Ohio 

Merchants and the public generally are 
up in arms against recurrent outbreaks of 
window smashing and associated racketeer- 
ing practices that have plagued this city 
since early in 1932. As a result of the most 
recent outbreak, the Retail Merchants Board 
has offered a $1,000 reward for informa- 
tion leading to the arrest of such persons. 
The Cleveland News has also posted a $1,000 
reward for such arrests. 

More than 1,500 windows have _ been 
smashed in the past twenty-eight months 
here, allegedly by a gang taking tribute from 
a group of “organized” window washing 
companies and glaziers. The most fre- 











quently reported prelude to such a window 
smashing has been as follows: 

The store superintendent is called on the 
telephone and asked who washes his win- 
dows. He usually replies, the porter. He 
is then warned that it is advisable to hire 
a union window washer because those who 
do not, experience trouble. If the store 
owner or superintendent refuses, a rock or 
ball bearing is thrown through his show 
window at some future date. 

This racket has cost store owners here 
more than $250,000 in the past two years, 
it is estimated, in broken windows and in- 
creased insurance rates. Most of the large 
department stores have suffered such losses, 
the Halle Bros. Company having been the 
latest. One of their $1,000 windows on 
Euclid avenue was smashed just recently. 
Police records show that 316 windows have 
been smashed since January 1. 

Two windows have been broken in the 
May Company since the first of the year. 
A. Lindner Coy window was _ smashed 
early this month. Others whose windows 
have been broken or cut with diamond cut- 
ters since January 1, are: J. J. Newberry 
Company: Adams Hats; F. W. Woolworth 
Company; Cort Shoe Company; Bond Cloth- 
ing Company; Sears, Roebuck & Co.; Wili- 
iam Taylor Son & Co., and numerous other 
clothing, dry goods, shoe and dress shops, 
as well as other retailers. 

Total insurance premiums on plate glass 
here during 1932 was $86,180. The loss that 
year on insured windows only was $75,000, 
or a ratio of 87.8 per cent. As a result 
insurance rates on plate glass were increased 
ir July, 1933, and have been increasing 
steadily since. By December of last year, 
the insurance rates had doubled and trebled. 
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Special Christmas 
Number 


The October Issue 


of 


DISPLAY WORLD 


will present 





“a speciai collection of Christmas 
display ideas that will prove in- 
valuable to every displayman in 





America. 


Editor Chord promises the best 
| issue of its kind ever published. 
| Watch for it. 


It will offer a special opportunity 
for display manufacturers to an- 
nounce the special numbers they 
have created for holiday displays. 


ADVERTISING SPACE RESERVA- 
TIONS SHOULD BE MADE NOW! 
| Address Advertising Department 


DISPLAY WORLD Cincinnati 
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Strong National Body 
Insures Drogress 


By JOHN C. TAYLOR, 
S. A. Barker Co., Springfield, Ill. 


The old axiom that “many are called but 
few are chosen” can well be applied to the 
displayman. Few persons can qualify to the 
many demands made of a displayman. We 
as individuals and our departments as a whole 
play the hub to the many spokes in the wheel 
of modern promotions of merchandising. 
Every selling department, every buyer, every 
advertising department plan their efforts to 
tune with the window theme. They realize 
the success of all their planning can be most 
assured by the cooperation of their window 
staff. 

During the distressing months just past 
every displayman has experienced practically 
the same hardships and difficulties. We've 
assumed more_ responsibilities, carefully 
planned more effective displays, created bet- 
ter sell:'ng ideas, accepted cur salary cuts with 
the rest and have drawn more and more upon 
our imagination and ability to answer the 
many demands made by department managers 
and executives. 


But to use the common expression today, 
the “display staff could take it,” and we have 
come through with flying colcrs and have 
established records unsurpassed in times of 
financial stress with less complaint and less 
internal strife than ever before experienced 
by department heads. We tried to make the 
best of a bad situation and rolled up our 
sleeves and went to work cheerfully and with 
a confidence that has borne fruit. 


We have established a precedent in times 
of distress and the day is fast dawning when 
even more will be expected and demanded 
of us. Times are improving and now that 
the old crder has passed we must fortify our- 
selves with the knowledge of the new order 
of events. We can best do this by the study 
of important trade papers concerning the 
many lines we must work with and follow 
and cooperate with our fellow displaymen. 

Simply, this means—join the International 
Association of Displaymen—be active in its 
endeavors and join wholeheartedly in its func- 
tions. For, the interest you show and the 
more you put into its life, the more good 
and returns you will take from it. It is a 
melting pot of ideas—a place to which to turn 
for action, individuality, initiative and imag- 
ination which will assure ycur success in your 
chosen fields. 

Surely every displayman has by this time 
an idea what the I, A. D. M. educational de- 
partment is doing. Personally, I look for- 
ward each month to the many interest'ng ideas 
turned out by the educational staff. These 
ideas are the real selling creations of the most 
successful displaymen in the field and are 
compiled and distributed to the members of 
the assoc:ation to .be passed on down the 
line where they will do the most good. 

A single idea will many times pay your 


membership and I feel sure that your firm 
would insist that you make early application 
with the I. A. D. M.; that you take an active 
part in your local club which could be termed 
a junior merchants’ association, with the same 
interest a community welfare at heart as that 
of the executives themselves. 

Like our merchants’ associations and cham- 
bers of commerce, we are backed by national 
organizations where we can find national and 
even universal trends of window advertising. 
What could be a better tool to use, especially 
at a time when more attractive and sales ideas 
are necessary ? 

Let’s get go:ng! Send in your membership 
application. Back your I. A. D. M. Let your 
employer know what is going on and that you 
are trying to the best of your ability to help 
him sell his merchandise. He knows that the 
display windows are most vital to his suc- 
cess and that the windows are the eyes of 
his institution and the invitation to the pass- ~ 
ersby to enter his place of business. 

Assure him that your displays will be a 
living, breathing picture which dramatizes the 
activities of your particular service institu- 
tion. We can make him want to put us on 
the tcp round of the ladder of modern mer- 
chandising, but it is up to us to take the 
first step—affiliation with the I. A. D. M. 





THE "EYES" HAVE IT 

[Continued from page 11] 
form is a combination of photographic ele- 
ment to add the human-interest touch and 
a careful blending of colors in the back- 
ground. This display was designed to fit 
a number of similar windows located in 
telephone buildings in Columbus, Dayton, 
Toledo and Akron. 

Beck and Wall are strategically located 
in Cleveland, midway between New York 
and Chicago and because of this factor they 
serve a wide territory. Their seventeen years 
of experience, devoted exclusively to the 
origination, designing and construction of 
displays for windows, conventions, traveling 
exhibits, place them in the forefront of 
American display specialists. 





Toyland Character Displays 
For Holiday Trims 

The Chicago Artificial Flower Co., 634 
North Albany avenue, Chicago, announces 
the creation of an entirely new series of 
figures to be known as Toyland Character 
Displays. This unique line not only lends 
itself to toy department work but also is 
entirely suitable for window display effects. 
Moreover, the line can be successfully used 
in parades and on other civic occasions, with 
assurance of meeting with applause from 
young and old alike. Descriptive brochures 
will be mailed to all interested. 
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For Display Equipment 
and Decorations 














Invites 
Your Patronage 











BOTANICAL 
325 WEST MADISON STREET 
Decorations of Character 


Send a Sketch of What’s Wanted and 
We Will Submit Samples 








W. L. STENSGAARD & ASSOCIATES, INC. 


MERCHANDISE MART 
Window Display Producers and Counsellors 





THE KOESTER SCHOOL 


367 WEST ADAMS STREET 
Correspondence Instruction 








NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 

















DECORATIVE PLANT CO., INC. 
230 FIFTH AVENUE, NEW YORK 


Our newly decorated showroom offers you 
many novel and unusual display ideas. 








T. C. PALMENBERG, Inc. 


Most Complete Selection of Display 
Fixtures, Forms and Mannequins 


500 SEVENTH AVE., 37TH ST. 


T. C. Palmenberg R. C. Quensell 





MILEQ’S NEW LINE OF MANNEQUINS 


Will either sit or stand—Flexible Arms and Hands 
which can be used in any position desired. 


MILEO—44 EAST 8TH STREET, NEW YORK 








EINSON-FREEMAN CO., Inc. 


Lithograpked Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 








THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 
Be eee OE SO eee 









SOLD THROUGH 
LEADING PAPER 
AND DISPLAY MA- 
TERIAL JOBBERS 
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e Zhe true versatility of Traton, Welton and Flexton i 


can be appreciated only after you have worked with 






them. Their array of fifteen brilliant colors . . . their 






large sheet width . . . their easy tailoring ... all com- 






bine to make them the popular display materials they 






are today. « « Both Traton and Flexton score and fold 






easily without tearing or breaking. Both possess great 






strength and are highly recommended for back- 






grounds, merchandise pedestals, triangles, round col- 






umns, half-rounds, and other similar units. Welton is 








especially desirable for showcase shelving and window 


* * x * x * * flooring .. . and for covering present fixtures without 


paste, you simply can't beat it. Sample book free. 


UNUSUAL €##€C1S 
ave €ASY WITH... 


7 
TRATON 


material jobber to whom your inquiry will be referred. Dimen- 


| sions: center screen (Traton) 42’’ wide x 48’’ high; accordian ¢ 
pleated wings (Flexton) can be condensed from 3 ft. to 18”; S a < 
; pedestals (Traton) two each 12’, 8’’ and 4’’ high; discs 10”’ & _Y \ N 


dia.; entire display condenses from 8 ft. to § ft. Ideal for small 


windows and ledges. No wood frame necessary. Shipped flat. i) 8 My PLAY RA ATE ak g A LS 


%& UNIQUE MATERIALS FOR UNIQUE PURPOSES NOT IN COMPETITION WITH OTHER MATERIALS * 


THE HIND S and DAUCH PAPER CO, 
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